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Petersan on PennLinks:

"PennLinks 1s Paradise at the
End of 'Hell's Half Acre'"

"Our Number 14 'Hell's Half Acre' is
certainly the most discussed hole

on our course. A 600 yard, par five
with bunkers across the fairway 400
yards from the championship tee, it's
a treacherous trek to paradise.

"The reward for powerful strokes
and crafty strategy is the PennLinks
green that finishes the hole.

"Members welcome the predicta-
bility and consistency of this and
the other greens on our course.

"All 18 greens were redone in the
fall of 1991, and were in play the fol-
lowing spring. We gassed the exist-
ing grasses before renovating and
reseeding our soil greens. Based
on my prior success with PennLinks
creeping bentgrass, I felt secure in

& No on Reader Inauirv Card

specifying PennLinks. Even with
our heat and humid conditions, it
survives and thrives in Baltimore.
"Once our members reach the
paradise at the end of 'Hell's Half
Acre', they never look back.
"But they sure dg talk about it".

Jeal £

aflas W. Petersan, Supt.
Baltimore Country Club
Timonium, Maryland

Tee-2-Green Corp.

PO Box 250, Hubbard, OR 97032

1-800-547-0255
503-651-2130 FAX 503-651-2351




is a proud mem!
green industry p
organizations:

Associated Landscape Contractors'qf America,
12200 Sunrise Valley Dr., Suite 150,
VA; (703) 620-6363.

American Sod Producers Association, 1855-A
Hicks Rd., Rolling Meadows, IL 60008; (708)
705-9898.

Golf Course Superintendents Association of
America, 1421 Research Park Dr., Lawrence,
KS 66049-3859; (913) 841-2240.

International Society of Arboriculture, P.O.
Box 908, Urbana, IL 61801; (217) 328-2032.

International Turfgrass Society, Crop & Soil
Environmental Sciences, VPI-SU, Blacksburg,
VA 24061-0403; (703) 231-9796.

",

National Arborist Association, The Meeting
Place Mall, P.O. Box 1094, Amherst, NH
03031-1094; (603) 673-3311.

National Golf Foundation, 1150 South U.S.
Highway One, Jupiter, FL 33477; (407) 744-
6006.

Ohio Turfgrass Foundation, 2021 Coffey Rd.,
Columbus, OH 43210; (614) 292-2601.

Professional Grounds Management Society,
120 Cockeysville Rd., Suite 104, Hunt Valley,
MD 21031; (410) 584-9754.

Professional Lawn Care Association of
America, 1000 Johnson Ferry Rd., NE, Suite C-
135, Marietta, GA 30068-2112; (404) 977-5222,

Responsible Industry for a Sound
Environment, 1155 15th St. NW, Suite 900,
Washington, D.C. 20005; (202) 872-3860.

urf
Manager’s Association

Sports Turf Managers Association, 401 N.
Michigan Ave., Chicago, IL 60611-4267; (312)
i 644-6610.
Turf and Ornamental Communicators
Association, 8400 Normandale Lake Blvd.,
| Suite 500, Bloomington, MN 55437; (612) 832-
5000.
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Et tu! To grow or not to grow—that is
the question. Whether ‘tis nobler to be
static, or to suffer the slings and arrows
of expansion.

Okay, so I'm no Willie Shakespeare.

But in that first paragraph, you can
read what happens when someone tries
to be something he's not...it just
doesn't work.

Growing (the subject of our cover story
this month) is not easy, ever—much less
in the current economic climate.

One of the great quotes I wrote down
while researching the cover story is this:
“You cannot push growth; you have to
release it.”

Another: “The act of growing implies,
at the least, paying attention to the world
around you; learning from others; and
changing yourself.”

In this context, paying attention to the
world around you means knowing the
market, knowing the general economic
climate, and predicting what future ser-
vices might be in demand.

Learning from others means getting
critical feedback from customers. It's not
enough—any more—to be content with a
batch of kind comments. You have to real-
ly work to pry information from your cus-
tomers. The information can then be used
to improve your business and your stand-
ing with your customers. Mostly, though,
it's information that you can learn from.

Learning from others also might mean
getting critical feedback from your
emplovees. You cannot plot out a growth
curve that might exceed the growth curve
of your employees. They have to grow
with the company.

One of the reference books I read sug-
gests this:

“Sit down with employees and explain
how you think the business is going to
| grow in the next year, and how you believe
’ this will affect the different jobs or depart-
| ments. Then find out what each employee
l thinks of the scenario...and whether they

Growing not always easy
in this economic climate

will be with you or against you.”

Sound advice.

Once you've determined how you're
going to improve and grow, sometimes the
hardest part of the entire process is chang-
ing your business to accommodate the
anticipated growth.

If you're lucky, you'll be able to grow
without having to sink a lot of money into
materials and equipment, at least initially.
(If a branch office is necessary, you could
be facing additional start-up costs
approaching as much as $500,000, accord-
ing to one landscaper we talked to.)

Finally, after all the growth mecha-
nisms are in place, you wake up every
morning to the sound of chirping blue-
birds. The phone is ringing off the hook.
The sun is highlighted against a cloudless
azure sky.

...But wait just a minute. All might not
really be right with the world.

One expert says that the most perilous
time is when a company starts to succeed
wildly, enjoys high earnings and shows
rapid sales growth. Those symptoms can
breed mistakes that are masked by the
company'’s outward prosperity.

When you're hustling to please all your
customers and working long hours to keep
pace with all the new sales, small things
can start falling through the cracks. And
then the pendulum begins to swing the
other way. Maybe you hear more com-
plaints; maybe you start losing employees;
maybe your pre-tax profits plummet.

No, growing in this economic climate
is not easy.

But it's possible—likely, even—if you
follow some of the suggestions in our
cover story.

Landscape Management, October 1993
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6 Growth strategies

A business is never stagnant. According to a recent
publication, it's either growing or dying. Here are
some tips on avoiding the latter.

Jerry Roche

If you've been entrusted with expanding your golf
course, here are some pleasures and pitfalls this expe-
rienced superintendent would like to impart.

Jerry Coldiron

| _ FEATURES |
11 LM Reports: Large equipment

Big-ticket items are now more adaptable to landscap-
ing uses. A widening array of attachments adds versa-
tility and efficiency to skid-steer purchases.

Ron Hall

14 Mulich selection

Buying and installing mulch is not an insignificant
expense. Here are some tips from the National Bark &
Soil Producers Association to get the full value of
mulch.

18 Keeping your customers
Steady customers are the backbone of your business.
But losing them and having to replace them could break
your back.
Bess Ritter May

[ _TECH CENTER |
22 Sizing up trees

If you tell customers a tree is safe and it falls apart, there’s
hell to pay, say these tree and litigation experts.
James E. Guyette

26 Green up with iron

Using this micronutrient for rapid color enhancement is
making turf and turf managers look good.

36 Beware desiccation

The biggest cause of winter's lasting gift, desiccation,
is intense cold wind at times of low humidity. Snow
mold waits in the wings.

Terry Mclver

L __GOLF 'SCAPING |
40 Wetting agent injections

Harold Edgerton runs liquid soil wetting agents through
his water injection aerator to relieve stressed-out
greens. But he adds an effective metering system that
uses a proportional injector attached just off-green.

Bob Coleman

43 GCSAA looks for CEO
With the Lawrence, Kansas staff realignment proposed
by Arthur Andersen & Co. and the resignation of CEO
John Schilling, the GCSAA will sport a whole new look
by mid-1994.
Jerry Roche

44 The big pay-off

Margins just so-so? Exceeding customer expectations
will help strengthen them—perhaps to as high as eight
percent profit—this landscaper says.

45 LCO charged with murder
Richard B. Huff allegedly tried to build a lawn care com-
pany the wrong way—with dirty tricks, insurance fraud,
arson and, finally, murder. That's why he may spend the
rest of his life in prison, if a West Virginia grand jury has
its way.
Ron Hall

46 It's a swap meet! :
President Bill Clutter and about 100 other Ohio Lawn
Care Association members gather at O.M. Scott’s picnic
grounds for the first OLCA swap meet.
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48 Floodwaters hit home

Russell Schmidt says customers are anxious to restore lawns/landscapes
following this year’s historic Mississippi River deluge.

Ron Hall

J. Walter Wolfner, Jr. is experimenting with bentgrass in mid-summer
because he has no choice. The Meramec River destroyed two of his courses.
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ASK THE
EXPERT

DR. BALAKRISHNA RAO

Poisoning ivy plants

Problem: We find poison ivy plants growing beneath and climbing
on trees in our clients’ properties. Would you please suggest
some methods to get rid of them? (Indiana)

Solution: Assuming that you have properly identified the plants
as poison ivy (Rhus radicans is referred to as Rhus toxicodendron
or Toxicodendron radicans, which are older names), it can be
controlled either by mechanical means, such as digging and
mowing, or by applying herbicides.

Although difficult, digging and removing all plant roots in
long pieces can provide effective control. Cut the poison ivy vines
at the base of the tree and pull out as much of the plant as possi-
ble. However, if a small piece is left behind, it can sprout again.

Remember that poison ivy's skin irritant is found in all parts
of the plant, including the roots and fruit, but especially in the
sap. Therefore, protect your skin as much as possible.
Contaminated clothes, gloves, etc. should be washed thoroughly
or burned (if you can afford it) after use.

Roots and stems that are removed should also be destroyed
because even the dry plant parts are poisonous. If the plant parts
are burned, keep away from the fumes, as they are potentially
very dangerous.

Another method of control is to mow or prune young stems
until the plants are killed. The objective here is to deplete the
nutrient supply of the plant.

Herbicides sprayed on foliage will kill the leaves and may kill
roots. Amitrole (trade names Amizole, Amino Triazole, Weedazol)
is every effective, especially in the late spring or early summer.
Apply this material when the leaves are fully expanded. If neces-
sary, re-treat when new growth occurs. This is a systemic materi-
al which translocates inside the plant; therefore, permanent con-
trol can be expected with two to three applications.

Glyphosate (Roundup) can also be used. Although slower-
acting, it is preferred in some situations because it has a shorter
soil residual than amitrole. Here again, if regrowth occurs, re-
treat as needed.

Read the labels and follow the directions for safety and better
management results.

Wasps cause galls
Problem: One of our clients’ shingle oak trees has a large number
of galls on the twigs. They are very hard. We see quite a bit of
dieback in the crown. What causes this? Would this spread to
other oaks (not shingle oaks) nearby? Is there anything we can do
to manage this? (Missouri)
Solution: The galls you are referring to are most likely caused by
a tiny wasp. These are commonly called gouty oak galls. They can
be very destructive, and their management is very difficult.
Reports indicate an increase of galls last year, because of the
mild winter. Some of the galls may not have become evident until
this year's growing season because of their complex lifecycle.
The adult wasps consist of only females, which emerge from
twig galls during leaf expansion in spring. They lay eggs along the

veins and midribs of the new leaves. The eggs hatch into tiny lar-
vae, and their feeding swells the tissues underneath the leaves.
They generally pupate in late June to early July. The new genera-
tion, unlike the previous, will have both males and females which
mate and lay eggs on oak twigs. These eggs hatch and produce
galls on twigs, which take two to three years to mature into a
hard woody structure.

In the case of gouty oak galls, there are no protruding struc-
tures called “horns.” A similar gall called horned oak gall will
have protruding horns. These galls can cause extensive dieback
and may lead to the tree dying.

Management is very difficult because of the complex and over-
lapping lifecycles, and because the larvae are protected inside the
gall tissues. Applying insecticides to manage these wasps after the
gall formation doesn’t help. Where feasible, consider selective
pruning and destroying the affected plant parts to help minimize
the problem.

Reports suggest that applying horticultural oil combined
with a labeled insecticide (contact your local extension office)
can help manage the hatching larvae. This should be done
before the larvae enter the host tissue. Even with this approach,
managing this problem is very time-consuming, difficult and
may not be practical.

For fruit in sweetgum, sycamore

Problem: Is there a chemical we can use to get rid of unwanted
fruits from sweetgum and sycamore trees? (Michigan)

Solution: | am not aware of any products labeled specifically for
this problem. However, the Florel brand plant growth regulator
from Rhone-Poulenc Ag Company is showing promising results
in our research trials.

Both sycamore and sweetgum have objectionable fruits and
present a serious problem on lawns and sidewalks. Florel should
take care of these “messy” problems.

A Rhone-Poulenc representative indicates that Florel has
been submitted for label expansion. Registration is expected by
early 1994. The expanded label will have both sweetgum and
sycamore listed.

Dr. Balakrishna Rao is Manager of Research and Technical
Development for the Davey Tree Co., Kent, Ohio.

Mail questions to “Ask the Expert,” LANDSCAPE MANAGEMENT,
7500 Old Oak Blvd., Cleveland, OH 44130. Please allow two to
three months for an answer to appear in the magazine.
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Stop Snow mold cold all winter long.

Go with Daconil 2787 this fall.

To stop Snow mold cold and help ensure
green and healthy turf come spring, go

with the fungicides you trust all summer

long: Daconil 2787" Flowable Fungicide
and Daconil 2787 WDG Fungicide from
ISK Biotech Corporation. And, to be
sure you control both Pink and Gray
snow mold, mix with Chipco’ 26019 at
recommended rates for the last two
applications right before the snow flies.

Otherwise, all through the winter,
whenever moisture and temperature
conditions are right, Snow mold spores
can germinate, creating infection.

Fifteen years of independent
research confirm there is no better
Snow mold control. And remember,
there’s never been a documented case
of disease resistance to Daconil 2787.

Daconil 2787 and Chipco 26019.
The proven way to stop Snow mold cold
this fall and ensure healthy turf next
spring. And that's one more reason to
stick with Daconil 2787 all season long.

ISK Biotech Corporation,

Turf & Specialty Products Division,
5966 Heisley Road, P.O. Box 8000,
Mentor, Ohio 44061-8000.

ays follow label directions carefully when using turf and ornamentals plant protection products

¥ Registered trademark of ISK Biotech Corporatior

+ Chir

Circle No. 122 on Reader Inquiry Card

ipco is a registered trademark of Rhone-Poulenc Ag Co
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“I'm involved in
everything now, and
have a better handle
on what's going on.
I'm accepting my
level of income, frying
to work smarter and
maintain my net.”

Turnbull

"The industry’s
days of large
growth are over—
but | don't see it
going down the
tubes. The need is
there, and cus-
tomers appreciate
our services.”

_ah. &

Schlossberg

"It might be
glamorous to do
big volumes of
work, but when
you grow, you
expand the over-

head.”

Carpenter
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A business is never
stagnant, it’s either
growing or dying. Here are
some tips to keep yours
healthy.

® Because of the economy, many lawn care
and landscape companies are now in a mini-
mum growth mode. Some aren’t growing at
all. So they're being forced to look at the dif-
ferent ways they can grow their businesses.

In the lawn and landscape industry, the
three directions in which to expand are:

1) customer base: selling existing services
to a higher percentage of potential customers
within your territory;

2) territory: expanding the geographical
area in which you do business; and

3) services: offering new services to your
existing customer base.

Because of the low interest rates now
available from savings and loans, this could be
the perfect time to expand. You may be con-
sidering re-financing your loans anyway, so
why not borrow more money for expansion at
the same time?

“You get to a point where you're going to
bust through and hire people and buy equip-
ment, or you stay where you're at,” notes Jay
Turnbull of Turnbull Landscaping in
Nashville, Tenn. “I'm always evaluating, try-
ing to decide which way to go.”

Here are some thoughts that may help
your decision-making:

@® The main problem is lack of imagina-
tion, not capital, says Paul Hawken in his
book “Growing a Business” (Simon &
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Expanding

by Jenry Coldiron, Boone |




STORY

sing Pointe Golf Courses

Schuster, 1987). “Meaningful change almost
always comes from the edge, the margins,”
Hawken writes. “Good ideas often do not
look very good at first or second glance, but
don’t worry if it sounds weird, crazy or
obscure. It may defy common sense or logic
in the market as it now exists, but it may
also be breaking new ground.”

@ The six keys to growth, according to
Stephen Jenks, writing in Home Office
Computing magazine, are: (1) energy, moti-
vation and resilience; (2) innovative market-
ing; (3) market knowledge; (4) solid financial
planning; (5) staying close to customers; and
(6) using new technology.

@ Home Office Computing offers these
ideas for growth:

*plow profits back into the business;

*hire employees who can, by their pres-
ence and imagination, help spark growth;

*develop a new niche or target empty
niches;

*focus energy on developing and improv-
ing services; and

*be fast and flexible.

@ Do your homework, writes Fred Klein
in “Handbook on Building a Profitable
Business” (Entrepreneurial Workshops
Publications, 1990). Research the market.
“When you get customized requests from
customers, ask yourself if there is a market
to the entire customer base.”

@ “You want to take a look at where this
industry’s heading,” says Mark Schlossberg
of Pro-Lawn Plus, Baltimore, Md. “The
industry’s days of large growth are over—
but I don't see it going down the tubes. The
need is there, and the customers appreciate
our services.”

continued on page 8

. e

Berghuis

A

Gerlack

"We do more
promotion-type
marketing to keep
our name in front of
the public. We also
work very closely
with organizations
like the home
builders.”

“Don’t grow too
fast...and never, ever
kid yourself about
what kind of finan-
really in.”

"We're trying
to offer more ser-
vices. We've been
looking at com-
posting, but regu-
lations make it dif-
ficult to get into.”
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The first decision—Initially, you might
be happy with minimum growth.

“After seven years of growth, I plateaued
in 1987, Turnbull says. “Then when build-
ing and everything slowed down in 1988 and
1989, I slid back and pretty much found my
level. I've had no numerical growth in four
years. But I've found a comfortable level that
works best for me.”

Likewise, Landmasters in Gastonia, N.C.,
has also slowed—Dbut by design.

“We got into the trap of growing sort of
‘free-fall’ in the mid-'80s,” observes Joe
Carpenter. “Since 1986, I've restricted
growth and put much more of a managed
control on it. It might be glamorous to do
big volumes of work, but when you grow,
you expand the overhead.”

Expanding customer base—If you
choose to add more customers, you're going
to have to intensify your marketing (includ-
ing telemarketing) tactics.

“Twenty years ago when our name wasn't
as well known, we tended to do more media
marketing,” says Rick Doesburg of Thornton
Landscaping, Maineville, Ohio. “Now, we do
more promotion-type marketing to keep our
name in front of the public. We also work
very closely with organizations like the
home builders.”

Klein, in his handbook, suggests Yellow
Pages ads, direct mail, newspapers, radio and
shoppers for service business advertising.
Billboards, magazines and television are an
advertising no-no, he says.

Expanding territory—"1 could expand
our territory, but I don't just want to grow
for growth’s sake,” says Carpenter.

Expanding territory means hiring more
help, buying more equipment, and possibly
opening branch or satellite offices—all com-
paratively expensive procedures.

“My advice is to see if you can do it with
the people, equipment and supervision you
have in place,” Carpenter observes. “If not,
count the added costs to see if there is actu-
ally some profit in expanding.”

(For more information on deciding
whether to open branch or satellite offices,
see Ed Wandtke's articles in the November
and December, 1992 issues of LM.)

Adding services—The lawn and land-

Add-on services:

o aeration

o brick paving

or Christmas decorations

©r composting

©r edging

o fence and retaining wall construction
o gutter cleaning

> hauling

o irrigation maintenance

o lake management

= lighting installation and maintenance
= lime applications

= muiching

= patios and brick paving

«r planting and maintaining flower beds
=r seeding

= selling or recycling chips

©r snow removal

> stump removal

scape market is becoming more full-service-
oriented. “You have to make sure you're
doing the job for the client or someone will
come in the back door,” says Doesburg.
“We've even gotten into things like
Christmas decorating and gutter cleaning.”

According to U.S. News & World Report,
large companies that sell multiple services
are streamlining. This gives the smaller
company the chance to expand into areas
that the large companies are abandoning.

“We've done a lot of customer surveys,”
says Bob Ottley of One-Step Lawn Care,
Rochester, N.Y. “A few years ago, we weren't
doing everything the customer wanted.

“Now, we're pretty much customer-driv-
en. We've also come up with ideas of what
the customer might like—we're dabbling in
mulching and planting flower beds now.”

Adds Ken Gerlack of Contra Costa
Landscaping, Martinez, Calif.:

“We're trying to offer more services.
We've now got an eight-foot harvester and
we're licensed for lake management. We've
been looking at composting for the last three
years, but regulations make it difficult.”

(See list to the left for some add-on ser-
vices we've come up with.)

A note—Peter Berghuis, president of the
California Landscape Contractors Associ-
ation, offers these final words of caution:

“Don’t grow too fast—20 percent of
something smaller is better than 0 percent of
something larger. Have a plan for downsiz-
ing as well as upsizing. And never, ever kid
yourself about what kind of financial shape
you are really in.”

—Jerry Roche

8 Landscape Management, October 1993




LM REPORTS

Big-ticket equipment now more adaptable
to landscaping uses

A wide array of attachments add versatility
and efficiency to skid-steer purchases.

® In your landscape company business plan, in the space beside the
word diversity, add the words versatility and efficiency. Keep them
in mind when buying equipment, particularly big-ticket items like
skid-steer loaders.

This is the type of equipment, particularly with the amazing col-
lection of accessories being made for it, that will allow your compa-
ny to do more—much more—with fewer people.

“Nobody in the landscape business wants people standing around
with shovels and rakes. That's costly.” says Mike McPherson, vice
president sales for Glenmac/Harley Power Equipment, Jamestown,
N.D. Making wise equipment choices will help prevent this.

When buying big equipment, experts say to:

@ match equipment as closely as possible to the types of services
you offer;

@ review the availability of work-saving attachments;

@ calculate the recovery of equipment costs; and

@ consult with employees on ease of equipment use.

Big items such as loaders and backhoes, more typically used in
landscape construction rather than maintenance, represent a siz-

able financial investment for most landscape professionals. But they

can stretch dollars and increase the productivity of these purchases
equipment by also investing in appropriate attachments.
Manufacturers offer an ever-widening array of landscape-type
attachments for skid-steer loaders and tractors. Most can be mount-
ed quickly and easily.

Even “maintenance” equipment such as front mowers and
compact tractors can now be fitted with buckets, forks, blades,
sweepers, etc. so that they can be used out of season, helping to
recover their costs in a shorter time.

“Most people don’t realize how versatile their equipment really
can be,” says Phil Lawrence, equipment designer at Lawrence, Inc.,
Spring Lake, Mich.

“For example, sometimes a landscaper will dump 30 yards of
mulch on the parking lot of a condomium complex and he'll send in
four guys with wheel barrows, and they're working like crazy. It just
doesn’t make sense,” says Lawrence. A smaller crew, working with
compact tractor equipped with a bucket, would get the job done
much faster, decreasing labor costs significantly.

Adds McPherson of Glenmac: “Contractors are always looking
for ways to elminate hand labor. It's unpredictable. They want to
keep their businesses small but profitable, and they can do that easi-
er with the right equipment and implements than they can with
more employees.”

—~Ron Hall

Glenmac Power Rake

Ditch Witch trencher

Du-Al 1250A trencher

Mustang 900 Series Ioéaer
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HEAVY
EQUIPMENT

...for the green industry

Ditch Witch
Circle No. 300, Reader Card

Underground construction equipment. Trenchers from walk-behind that can be taken through a yard
gate to four-wheel-drive models. Vibratory plows. Boring and pirecing tools and attachments, including
three Jet Trac directional boring systems.

Du-Al Manufacturing
Circle No. 301, Reader Card

Model 1250A Trencher for compact utility tractors in the 18 to 35 hp range, patented Hydra-Creep worm
gear drive. Model 1025, 1035 backhoes for mounting on tractors or skid steer loaders. Model 107
Commercial Loader.

Ford New Holland
Circle No. 302, Reader Card

New Holland skid-steer loaders, nine models, self-neutralizing hand controls, maxiumu forward reach at
maximum height. Full line of attachments, Tractor loader/backhoes. Ford powertrains.

Glenmac
Circle No. 303, Reader Card

Model Pro-6 Power Landscape Rake, 6-foot design, left or right throw, oil-bath drive, three-point hitch,
front-mounted scarifier, double-drive rollers, for 27 to 45 hp range tractors. New: the Model Pro-8 Power
Rake with 8-foot design.

JI Case
Circle No. 304, Reader Card

Model 1840 Uni-Loader, Case coupler and bucket design for one-person attachment changes in field, 50
hp diesel, rated operating capacity is 1,350 Ibs.

Deere & Co.
Circle No. 305, Reader Card

John Deere loaders. Five models, from the Model 375 with 17 hp, Yanmar, three-cylinder, liquid-cooled
diesel engine, 675-Ib. operating load capacity to the Model 875, 65 hp John Deere liquid-cooled diesel,
operating load capacity 2,000 Ibs Backhoes for tractors and skid-steer loaders. Loaders for compact,
utility tractors and series tractors.

Kelley Manufacturing
Circle No. 306, Reader Card

Backhoes. Double-acting swing cylinders protected with hydraulic “cushion valve” for smooth operation
and less maintenance, digging depths 6 to 8 feet, bucket sizes 12 to 36 inches, two lever control.

Kubota
Circle No. 307, Reader Card

Model BT650 designed to be used with company's B20 tractor, 2,888-Ib. digging force, 92.9-inch digging
depth, automatic return-to-dig mechanism.

La Barge Equipment Co.
Circle No. 308, Reader Card

Attachments Plus Hopper/Scoop (1.2-yard capacity), fits any three-point hitch and many front mowers
with adaptable lift fram. Fork Set/Tote Platform for front mowers and tractors.

M-B Companies
Circle No. 309, Reader Card

Mechanical Power Brooms. Models include walk-behind (36 inches long, 20-inch diameter poly), and
those that can be mounted on tractors, skid-steer loaders, and on a John Deere out-front mower, Model
MLT (60 inches long by 25-inch diameter, all steel-welded).

Meilroe
Circle No. 310, Reader Card

Bobcat Skid-Steer Loaders, 14 models from 16.5 hp, air-cooled gas 440B (600 Ibs. load capacity) to 74-
hp, liquid-cooled diesel 2410 (2400 Ib. load capacity). Full line of attachments.

Mustang Manufacturing
Circle No. 311, Reader Card

900 Series Loaders, five models, from 15 to 57.5 hp, 650 to 1,700 Ib. lift capacities, single-lever Fast-A-
Tach. Full line of attachments.

Power Equip. & Hydra Mac
Circle No. 312, Reader Card

Hydra-Mac, Model 1450: hydrostatic, all-gear final drive, 40-hp Cummins diesel engine, two-hand lever
control.

Ransomes
Circle No. 313, Reader Card

Cushman TurfTrak independent tractor unit with approximately 20 attachments, including rotary boom,
slip scoop, chipper/shredder, etc. Three models with Kubota engines from 16.5 to 23.5 hp.

Sweepster
Circle No. 314, Reader Card

Hydraulic Drive Sweeper Model LH mounts in place of bucket, requires minimum hydraulic system of 10
gpm at 2,000 psi, measures 6 feet wide by 32 inches in diameter, manual 30-degree angle change,
quick-attach.

Thomas Equipment
Circle No. 315, Reader Card

Skid-Steer Loaders, 6 models from the T-83 (rated lift capacity 800 Ibs., 19.5 hp) to the T-233 HD (rated
lift capacity 2,300 Ibs., 62 hp). Full line of attachments.

Toyota
Circle No. 316, Reader Card

Model SDK10, rated at 1,800-Ib. operating load (largest of Toyota 6-model line), 57-hp diesel engine,
12.5-cubic-foot bucket, maximum breakout force of 4,740 Ibs., maximum dump height of 120.5 inches.

Trackless Vehicles Ltd.
Circle No. 317, Reader Card

MT5 Tractor, Cummins 76 hp to 102 hp diesel, four-wheel drive, hydrostatic transmission. Attachments:
plows, blowers, sweeper, spreader, spreader, commercial mowers.

Vermeer Manufacturing
Circle No. 318, Reader Card

The V-1850 trencher is full hydrostatic-drive; powered by a Kohler Command overhead valve engine.
Depth 0-48"; width 4-10". Good for close quarters; Porta-Bore attachment for sidewalk, driveway boring.

Worksaver
Circle No. 319, Reader Card

Rakes. Also Model ULF-24€ fork attachment increases versatility of small to mid-size tractors and skid-
steer loaders, 2,000-Ib. capacity, adjustable 46-inch long, alloy steel forks.
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You just won’t cut grass. ¢

You'll make 1t disappear. g

is money. And nobody knows it better
than a turf care professional. You need 1o squeeze
maximum productivity out of every hour.
"Toro responds with our new

Guardian® Recycler?

a patented cutting deck that makes
your Toro Groundsmaster® 200 or 300 Series
more productive than ever before.

[t cuts and recuts clippings into fine particles,
forcing them vertically into the turf. Now you see
them, now you don't. No windrows, collecting,
hauling or landfill fees. Just a superb quality of cut.

And, with no side or rear discharge, its safer
and rims equally well from either side. Its also
ruggedly durable,

The Toro Guardian Recycler. The latest
example of our 60 year partnership with turf
care professionals.

And that will never disappear.

Helpng Yo Pt Quicity Indo Pleoy.

For more details, contactyour Toro Distributor.
1-800-803-8676, ext. 176

01993 The Tomo Company, All nghts peserved. The Tovo Company, 8111 Lyndale
Yvenue South, Murmeapolss, Minnesota 55420. " loro,” “Groundsmaster,
“Cuardian” and "Recycler " are vegastered trademarks of The Toro Company

Clrcle No 119 on Reader Inquuy Card



Mulch wisely to get full value

Buying and installing
landscape mulch is not
an insignificant expense.
Use these tips to get full
financial and plant
nutritional value.

B Using mulches in maintained land-
scapes reduces maintainence and improves
plant health by retaining moisture and
controlling weeds.

Mulches can also add beauty to land-
scapes. They're available in varying tex-
tures and colors.

But buying and installing mulch is not
an insignificant expense. Here are some
tips from the National Bark & Soil
Producers A\.ssuualmn (NBSPA) to get the
full value of mulch in the landscapes you
install or maintain:

Depth of application: 2 to 4 inches for
most outdoor applications.

As a soil conditioner: Remove grass
and weeds from the bed surface. Loosen
the soil with a shovel or spade to a depth
of 6 to 8 inches. Cover the bed with 4 to 6
inches of aged, shredded mulch and till

—— Mulch cools soil surface

: Bark mulch
\_ and helps soil decomposes to
// retain moisture. add organic matte
' / to the soil.

Mulch retards
weed growth and
prohibits weeds
from breaking
through soil.

Diagram courtesy Hyponex Corporation

into the soil thoroughly.

Avoid excessive mulch build-up: Re-
mulching beds over several years may
raise the bed level too high for shrubs
and perennials.

When bed depth rises above the base of i
|
|
|

Gently work a specially formulated fer-
tilizer (like 16-9-12, 18-11-12, or 20-10-
10) into the soil before mulching.
Fertilizer application rates depend on the
type of mulch used.

After mulching, follow recommended
fertilizer programs to maintain good
plant growth.

Look for low wood content: Bark
decomposes slower than wood, maintains
its color longer, and presents a uniform

| product appearance.

shrubs, remove 2 to 3 inches of the under-
lying mulch and save it for other planting
uses. The humus created by decomposing
bark mulch is an excellent planting medi-
um for pots and planters.

Nitrogen adjustment: Mulches may tie
up nitrogen as they decompose.

MULCH PRODUCT SELECTION GUIDE

Pine Cypress Cypress Hardwood Western
nugm mulch grade A grade B mulich mulch
Characteristics
Color (1) red brown light brown gold brown gold brown dark br/blk red brown
Longevity (2) multiple multiple single single single single
Moisture retention low high high high high high
particle size 1.25-3.5in. <1.5in. <3in. <3in. <3in. <1in.
Wood content (3) <15% >15% <15% >15% <15% >15%
pH neutral slightly acid neutral neutral slightly acid slightly acid
Benefits
Decoration excellent good excellent good good good
Erosion control fair excellent excellent good excellent excellent
Moisture control fair excellent excellent excellent excellent excellent
Soil conditioning fair excellent fair fair excellent excellent
Weed control good excellent excellent excellent excellent excellent
Applications
Edging good excellent excellent excellent excellent excellent
Drainage areas fair good good fair good good
Planting beds excellent excellent excellent excellent excellent excellent
Planters good good excellent good excellent excellent
Play areas fair excellent fair excellent excellent excellent
Slopes & grades good excellent excellent excellent excellent excellent
(1) Color may vary depending on regional tree species.
(2) Longevity is a rating of how long the product substantially maintains its original appearance and/or function. The rating for a single
season or multiple season is an average based on a temperate climate and moderately intense sun.
(3) Wood content percentage is measured as a percentage of wood to total product weight.
Source: National Bark & Soil Producers Association
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We're committed to you
from e ground up.

The name and the organization
are new — United Horticultural Supply —
designed specifically to serve golf
course superintendents, landscape and
lawn care professionals in addition to
the nursery and greenhouse industry.

United Horticultural Supply provides
a broadbased line of premium quality,
environmentally sound products.

Our professional turf product line
includes fertilizers, chemicals and
seed. Many of these items will be mar-
keted by United Horticultural Supply
under the TURFGO™ brand name.

GROWER’'S CHOICE™ will be the
brand label for many of our nursery,
greenhouse and non-turf specialty
market products.

Each geographic division of United
Horticultural Supply is backed by the
United Agri Products company and is

part of a strategically designed system
of warehouses, inventory and transpor-
tation networks.

These divisions are designed to
provide you with unparalleled service
by being tailored to meet local needs
while at the same time uniting
together on national concerns.

If United Horticultural Supply is the
type of company you are interested in
doing business with, call 800-UHS-6417
for information on the representatives
in your area.

Horticultural Supply.
Working To Enhance Our World

Circle No. 120 on Reader Inquiry Card



TAKE SEASON-LONG,
CONSISTENT CONTROL
To NEW HEIGHTS

DISTRIBUTED BY AG RESOURCES, INC AGRI TURF, INC THE ANDERSONS BENHAM CHEMICAL CO CANNON TURF SUPPLY, IN(
BRANDON, Fl A HATFIELD, MA MAUMEE, OH FARMINGTON HILLS, MI INDIANAPOLIS, IN

FISHER & SON, CO E.H. GRIFFITH, INC GEORGE W. HILL & CO HOWARD JOHNSON'S ENT.  KNOX FERTILIZER CO KOOS. IN(
MALVERN, PA PITTSBURGH, PA FLORENCE, KY MILWAUKEE, W1 KNOX. IN KENOSHA, WI




AND
KEEP VALUE
DOWN

TO EARTH

EA'S GREEN MEADOWS, IN( LEBANON TURF PRODUCTS, IN(

TEMPLE HILLS. MD LEBANON. PA
emr il LEBA \

Unsurpassed control of crabgass and other grassy weeds tops the
list of reasons to use Barricade. Add up all of Barricade's out-
standing features and it's also the best value of any
preemergence herbicide in the industry

And when you combine top performance with down-to-earth
value you not only satisfy customers but also your bottom line.

SEASON-LONG CONTROL

Up to 26 weeks of effective weed control with one application
to give you satisfied customers and reduced labor.
MINIMIZED STAINING CONCERNS

Allows you to control crabgrass in tough-to-treat areas —
curbsides, walkways, along fences and walls.

LOWER RATES ]
Rates up to 4 times less active

ingredient for lower Barricade

HERBICIDE

environmental load and less
hassle in storage and handling.

LOW SOLUBILITY
Eliminates leaching concerns.

VERSATILE PACKAGING

In convenient 1/2 |b. water
soluble packets and with

quality fertilizers to save time
and provide your customers with
greener, more weed-free lawns.

th down on high performance Ba

rricade,
B o

-

Y. SALEM. OF

Civnla Na 112 A Daadar lnmiiing Card



Steady customers are the
backbone of your business.
But losing them could
break your back.

® Like most alert lawn and landscape
entrepreneurs, you know how hard it can
be to attract new customers. But do you

also do all you can to keep your old reli-
able “steadies”?

It's often thought that the customers
who are the backbone of your business will
always be loyal—unless some actual dam-
age is done to his or her lawn or landscape.
However, it has been proved that unless
such mishaps are really drastic, they will be
forgiven when they're corrected.

But what is rarely taken lightly by most

“old” customers—and will often lose
them—is the inability to observe some
simple, considerate and very easy common-
sense business practices. To be sure that
you and your employees are careful, check
your answers to these “yes” questions:

1) Are your trucks neat, clean and
businesslike in appearance? They should
be spotless and freshly painted with the
name of your company clearly visible.
Many customers who employ a lawn/land-
scape contractor consider having the truck
in the driveway to be a status symbol. But
even the most loyal customers won't like a
shabby, unpainted vehicle looking like a
fugitive from a salvage dump in their
driveway.

Handling complaints

® Problem customers include those who:

Pay attention to details and more details. Let your client know

@ never seem to be fully satisfied with the completed work;
@ always seem to want some extra service for free;

@ are sure they're not getting their money’s worth; and

@ insist on supervising the work to an annoying degree.

Proven ways to handle such sticky situations successfully include:

Guarantee your work. Offer to make good in any way you can.
You may need to warn the customer that “I'll do this your way, if
you insist, but I won't be responsible for the results.”

Offer money-back guarantees on any product you sell that is
offered to you on the same basis by the supplier or manufacturer.
“If you have a receipt and if you use this product according to
directions and it doesn’t deliver as promised, just tell us exactly
where it failed.”

this, even while you are working on the property. This can be
extremely impressive, and will make your company and its ser-
vices look very good indeed.

Offer to match the prices of your competition to customers
concerned about prices. These prices should be in writing and
include everything the customer has requested. (Ask for proof of a
competitor’s bargain price on that specific job; they are often only
offered infrequently as “loss leader” bait.)

Never forget: it can cost a great deal to replace loyal cus-
tomers. They are the lifeblood of your business, and your best
sales reps. Remind your employees: if the company has no cus-
tomers, there will be no business—and, consequently—no jobs.

—B.RM.
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2) Are your drivers safe and courteous?
Since your logo is (or should be) printed
boldly on your trucks, they and their
drivers are really moving advertisements.
This makes it especially important to drive
carefully and obey.all traffic rules.

It’s also important for your employees to
avoid arguments with a customer’s neigh-
bor concerning traffic-related matters.
Neglecting to do so can often result in los-
ing a valuable customer—regardless of
whether the employee is right or wrong.

3) Do your drivers show courtesy
toward other motorists and pedestrians?
Or do they cut people off and then smirk at
them? Rude and unnecessary traffic-related
practices have a negative impact on the
company's reputation.

4) Are your drivers’ job-site parking
practices considerate? Do they always park
away from driveways and the flow of traf-
fic, or do they cause troublesome traffic
jams by parking on busy highways during
rush hour?

5) Do your employees wear near and
appropriate uniforms? With their name and
company name embroidered on a pocket or
on the backs of the shirts? Or do your people
look like skid row characters rather than
competent and reliable landscape workers
because of their unwashed, unkempt hair
and ragged and dirty clothes?

6) Do employees cooperate with each
other? Do they work together in harmony,
efficiently and quietly, or do they quarrel
with each other about who does what,
where and how?

7) Are your employees considerate of
your customers? Your answer to this ques-
tion must be “no” if workers don’t bother to:

* carry empty trash cans from the curb to
the garage (or another location designated by
the customer) simply because it’s too much
trouble or they're too busy keeping to their
production schedule;

* bag lawn clippings, pulled weeds and
other trash and dispose of it properly and
neatly, as directed by the customer. Or (even
worse) do they leave it lying around in a
pathway or garage?

8) Do you train your workers to be con-
siderate and responsible? For instance:

* always moving garden furniture, croquet
and other games, children’s toys, and similar
items on lawns before mowing, and—if
appropriate—replacing them;

* always carefully covering all items which
can’t be moved before spraying;

* always neatly coiling and storing hoses
near a faucet or some other practical place as
designated by the customer, if you are respon-
sible for watering.

9) Do you offer your customers more
than the usual services? Sodding, seeding,
liming, irrigation and installation work are
good examples. This is an important way in
which many companies hold their impor-
tant “steady customers” and keep them
loyal as well as generating considerably
more trade and profit. You might also put
together a complete lawn care program
which includes preventive disease control
and keeping customers’ landscapes looking
good all year round.

You may feel that angling for and obtain-
ing such added business isn't worth the
trouble, but neglecting to do so carries the

risk of losing “steadies” to the competition—
especially when cut-rate fees are offered.

10) Are problem customers handled tact-
fully? Smart companies do their utmost to
answer complaints (see sidebar). Customers
will usually promptly spread the word to oth-
ers about their experiences. These verbal
reports can be negative and result in the loss
of a “steady” plus other potential or actual
customers. Or they can be positive and have
the opposite effect on business.

—The author, Bess Ritter May, is a freelance
writer specializing in business topics for
numerous trade magazines. She is head-
quartered in Philadelphia, Pa.
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A Gas To Work Wit



Introducing
Tiltmaster W4 Gas

Here's a low cab forward
you'll not only be comfortable
working with, but filling up at
the pump, too. Just go straight
for the unleaded regular,
because that'’s what the new
liltmaster W4 Gas runs on.

It has the strongest engine
available in a Class 3 low cab
Jforward, GM's electronically
Juel-injected 5.7L V8. It'll put
out 190 HE, 300 Ib-ft of
torque. A perfect tool for
day-in, day-out economic
power on the job. Chevy.

The trucks that last.

Chevy Trucks
LIKE A ROCK
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Sizing up trees
for possible dangers

If you say a tree is safe,
and it falls apart, there’s
hell to pay.

by James E. Guyette

® Let's say you and your crew are on a
property thinning shrubs and pruning
dogwoods. The homeowner comes out to
ask about the big maple in the back cor-
ner; he’s concerned about that overhang-
ing branch. It's probably human nature to
take a stab at assessing the risk, but if
you're not trained in this type of work, you
cold bring a major financial problem on
yourself and your business.

Landscape managers who give advice to
customers on whether a certain tree repre-
sents a hazard can face serious legal and
liability problems if they are incorrect in
their assessment.

Although you may be tempted to help
out—or you at least want to avoid
sounding ignorant—it’s often better to
resist the urge. The experts say it’s best
to back off if you lack formal training in
risk assessment.

“If I were in that type of situation, I'd
get to the point where I'd have no opin-
ion,” says Dr. Kenneth C. Miller, a tree
pathologist with Miller and Associates,
Ravenna, Ohio.

Legally, someone offering an opin-
ion can be considered an “assumed
professional.”

“The assumed professional is the semi-
qualified tree worker, whether a public
employee, a utility forester or a private

The owner of this house in the Cleveland area wasn't very happy with a tree that
succumbed to high winds earlier this year.

person who works with trees every day
should know everything about them.
Increasingly, these individuals are becom-
ing the target of legal liability in hazard
tree cases. They are held to a higher level
of responsibility than an ordinary citizen.”

Even an entry-level ground person can
get snagged if an opinion is offered
“because you are ‘the expert,” Miller
explains. “If you say the tree is safe, the tree
is safe. If it falls apart, there's hell to pay.

“Leave it to the arborist with the liabili-
ty insurance.”

Business owners need to warn their
crews, Miller advises. “The employees
are going to have to be cautioned by
the employers not to make any defini-
tive statement.

“And it's not the easiest thing to do.
You either have to come up with a state-
ment or tell them you don't know. Either

to do. I know of no way to get you grace-
fully out of that situation.”

Make a referral—For bracing, cabling
or work other than a simple takedown,
making a referral to a local firm that
belongs to the National Arborist
Association may be a good place to start,
says Paul McFarland of McFarland
Landscape Services, Philadelphia, Pa.

“That’s a good thing to look for: the
NAA (membership) or a company with a
certified arborist on staff who would
supervise the job.”

A call to the NAA, a local arboretum,
your county agent or a city arborist should
be able to get this information.

“If anyone should get into the business
of assessing trees,” says Dr. Alex Shigo,
noted arbor-author, “they should be top-
of-the-line. This is not something that you
read in a book. Those who don’t under-

arborist,” says Miller. “It is assumed that a | way, that’s not something you really want continued on page 26
ELSEWHERE
Green up your Turf desiccation: Winter brings
turf with iron, a lasting ‘gift,’ turf diseases,
page 26 page 36 page 36
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Six Reasons
Pendimethalin Is
The Market Leader;

1. Broad Spectrum

Weed Control

Nothing beats pendimethalin
when it comes to broad spectrum
preemergents. Used properly,
pendimethalin controls six
annual grassy weeds, including
crabgrass and goosegrass, and
nine annual broadleaf weeds,
including tough-to-control
oxalis and spurge.

2. Cost-Effective
Control

The superior performance
and application flexibility of
pendimethalin reduces late
season weed breakthroughs,
s0 it’s very economical to use.

3.Season-Long
Control

Unlike other preemergents,
the pendimethalin label clearly
allows for season-long control
of troublesome weeds, includ-
ing goosegrass, with a single,
properly-timed application. The
pendimethalin label also gives

you flexibility: the option to
apply pendimethalin as a split-
rate application for the most
effective season-long control.

4. Excellent Turf

Tolerance

Turfgrasses show excellent
tolerance to pendimethalin,
even when applied at its highest
labeled rates. Used as directed,

pendimethalin offers a wide
margin of tolerance on a variety
of cool and warm season grasses.

5. Ormamental

Tolerance

Good news. Pendimethalin
is labeled for numerous orna-
mentals, making it your best
choice for total turfgrass and
landscape management.

6. Customer
Satisfaction

Professional groundskeepers
know firsthand that flawless turf
helps them look good, too.
Because of its consistent, proven
performance, pendimethalin
continues to be the most widely
used preemergent turf herbicide
and the market leader. Available
as a liquid, water dispersible
granule, wettable powder, and
as fertilizer combinations, exclu-
sively through O. M. Scott and
Lesco.

cyYyaAaNaAMID

American Cyanamid Company
Agricultural Products Division

Specialty Products
Wayne, NJ 07470 ©1883

Always read and follow label directions carefully

Pendimethalin

Nothing Beats Pendimethalin.
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What the cc
will be drivingt

Bottom line. That’s the most = R S
influencing factor in business
decisions of the’90’s. And few
tractors can contribute more to
your end-of-column figures than
a John Deere 5000 Series.

That's because the 5200,
5300, and 5400 have traditional
John Deere durability, tradi-
tional John Deere reliability, and
traditional John Deere ease
of operation.

And, with the 5000 Series,
there begins a new tradition of
economy, as well. With prices
that challenge those of the well-
known domestics and imports.

Choose from three diesels,
40,50, and 60 PTO hp. And get
high-value features like plane-
tary final drives, wet-disk brakes,




5t CONSCIOUS
) work this year

hydrostatic power steering, and
independent 540-rpm PTO.

John Deere 5000s also feature
a 9-speed collar-shift transmis-
sion with three reverse speeds.

Plus in-line 2nd to reverse
capability and tandem-gear
pump (16.2 gpm total) for loader
work.

You'll also get at no extra cost
the finest servicing dealers in
the business. Plus fast parts
delivery and finance and leasing
plans tailored to your cash flow.

What the cost conscious will
be driving to work this year is as
near as your John Deere dealer.
Take one for a ride today:

Or call 1-800-544-2122 for
more information.

JOHN DEERE

NOTHING RUNS
LIKE A DEERE'
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stand trees will get themselves in trouble.”

Potential risk—Shigo suggests chang-
ing the term “hazard tree” to determining
“degree of potential risk.”

Step one in this process involves asking
“if this structure tree failed, is it really a
hazard?” Are there people or homes
around, or is it in a field?

Step two is to use common sense. “The
same tree in the same (tree care) manual
can be left for a hundred years or be cut
tomorrow,” Shigo observes. “If we did
everything our manuals say, we'd clear-cut
our cities.”

Branch “loading factors”—the amount
of stress placed on a branch that may be
prone to failure—are an important consid-
eration.

“Is it a hurricane, a windy day or a
sunny day?” asks Shigo. “It's not trees that
kill people, it's the (branch) fractures that
take place during moderate loads that kill
people.”

Snow and foliage are other loading fac-
tors to note, says Shigo, adding that some
loads can actually amount to less of a risk
factor when the entire picture is exam-
ined. For example, during a hurricane,
people usually have enough sense to leave
the area.

—The author is a freelance writer special-
izing in the green industry. He is based in
South Euclid, Ohio.

Green up
your turf
with iron

Using this micronu-
trient for rapid color
enhancement is making
turf and turf managers
look good.

m The chlorophyll molecule in the turf-
grass plant is responsible for plant color.
Iron is required for the photosynthesis
which produces the chlorophyll—thus,
iron can help enhance the green color
which clients most desire in good-looking

turf.
There is an obvious need for iron sup-
continued on page 36

Tree hazards:
13 questions that could save a life
(see illustrations above)

1. TARGET (page 22): If the tree falls, will it hit cars, houses, power lines
or people?

2. ARCHITECTURE: Has the tree grown beyond its normal form into a
dangerous form?

3. HISTORY: Has the tree lost large branches lately?

4. EDGE TREE: Were neighboring trees cut away recently, leaving tall
trees at the edge?

5. DEAD BRANCHES: Are there dead tops or branches? Is the tree dead?

6. CRACKS: Are there deep, open cracks in the trunk and branches?

7. CROTCH CRACKS: Are there deep, open cracks below joining stems?

8. LIVING BRANCHES: Do living branches bend abruptly upward or
downward where tips of large branches were cut off—tipping?

9. TOPPING: Are large branches growing rapidly from topping cuts on big
trees?

10. STORM INJURY: Are there broken branches, split trunks or injured
roots? Are branches close to power lines?

11. ROOT ROT: Are there fungus fruit bodies—mushrooms—on roots?
Were roots injured by construction?

12. ROTS, CANKERS: Are there hollows or cankers—dead spots—some
with fungus fruit bodies? Is the tree leaning?

13. CONSTRUCTION INJURY: Have roots, trunk or branches been injured?
Is there a new lawn or garden over injured roots?

Source: ‘Tree Hazards' by Shigo & Trees, Associates
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Biological /chemical mix works,
thanks to customer education

Customers must have
realistic expectations, says
company partner.

m The Pro-Grass company of
Portland, Ore. is now using biological
control products in its integrated pest
management program. The secret to
customer acceptance of biological prod-
ucts, says Pat Nibler, is effective cus-
tomer education.

“We try to take a realistic view of our
customers’ environments,” says Nibler.
“For example, there aren’t a lot of
insects or disease that will kill a plant
outright. So the key is to keep them in
check rather than eliminate them out-

right. We want to meet our customers’
needs at a price they can afford.

“We'll tell them we won’t eliminate
all the pests. Our customers need to
have realistic expectations, and the only
way that can happen is if our people to
take the time from the beginning to edu-
cate them,” says Nibler.

The company tried Javelin, a Bacillus
thuringiensis product, to control tent
caterpillars. They've since been using M-
Pede, an insecticide/miticide derived
from naturally occurring fatty acids.
Nibler says it's an excellent “knockdown”
material and synergistic tank mix part-
ner for control of soft-bodied pests.

Product rotation prevents resis-
tance..“We will start off with a pyrethrin
in the early spring and then we’ll use M-

Employee education at Pro-
Grass includes updates on pes-
ticide regulations and compli-
ance, taught by Steve Varga,
who has a degree in horticul-
ture from Colorado State
University.

®Two or three times each
month, Varga issues a training
module to all branches. Each
branch has its own designated
instructor.

®The material is reviewed
with employees, who are then
tested.

No ‘multiple guess’ tests

“And we're not talking true-
false or multiple choice,” notes
Nibler. “The employees have to
know the answers and we keep
track of their scores. We've
found this to be an extremely
important program for new tech-
nicians and a worthwhile refresh-
er course for our veterans.”

®Employees also receive
weekly pesticide updates.
“They all have their commercial
applicator’'s license and we
want them to think and work as
professionals,” says Nibler.

Pede in tank mixtures with other insec-
ticides on soft-bodied insects such as
aphids and mites, then maybe switch to
oils later in the summer,” says Nibler.

Pro-Grass tank mixes different pesti-
cides together to control a wide range of
pests. For example, a mix of M-Pede and
Tempo, Orthene, or Dursban will control
soft-bodied insects and caterpillars.

Nibler estimates biopesticides add
between 30 to 40 percent to his product
cost, “but we have found that better
trained employees know how to use less
of the more expensive materials and still
get the job done.”

Employees are assets. Nibler and
partner Paul Bizon say employee educa-
tion is a major reason the company has
been so successful during its 15 year his-
tory of lawn care and landscaping in
Portland, Seattle and Concord, Calif.

Nibler sees an influx of national land-
scape maintenance companies along the
West Coast, and believes that Pro-Grass’s
dedication to employees keeps competi-
tors at bay.

“If we can retain our good employees
and enable them to build up some real
experience,” says Nibler, “then we can
offer a degree of expertise, knowledge
and maybe even accessibility; the nation-
als may not be able to match where we
do business.”

“We've constantly tried to create a
culture where this is more than just a
job to the employee,” says Nibler. “We
think that’s the backbone of our compa-
ny and our success over the years, and it
affects many aspects of how we run our
business.”

INSIDE

Preserving organic matter ® Gluten meal for weed control ® Mergers/acquisitions
Cornell research update @ New products
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Preserve soil’s
organic matter
with a
balanced
compost mix

The best compost needs air,
water and a balance of
carbon and nitrogen to
accelerate decomposition.

by Paul D. Sachs

® Organic matter is a valuable asset in
soil. However, routine cultural prac-
tices can often deplete this important
natural resource.

When organic matter levels begin to
drop, so do corresponding dependents,
including the soil's capacity to hold
water and nutrients, and the beneficial
activities of microorganisms. Soil struc-
ture and fertility are also affected.

Building organic matter is not easy,
and raising soil organic matter levels
significantly is a monumental task.

Decomposition of organic matter is
an integral part of the carbon cycle (see
figure 1). If carbon dioxide were not
evolved from organic matter and cycled
back into the atmosphere, plants would
be unable to produce protein, carbohy-
drates, and other carbon compounds.

Part | of a two-part feature

Green manure crops such as clover
or vetch can contribute significant
amounts of organic matter to the soil,
but it takes time (a year or more) and
may be impractical for a homeowner or
a golf course superintendent.

Adding compost will stimulate bene-
B-28 Llandscape Management, October 1993
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CREATING HUMUS
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Figure 1

Decomposition of organic matter is an important part of the carbon cycle.

ficial soil functions but compost is not
stable humus. Less than one percent of
a compost application may actually
become stable soil humus (depending
on soil conditions, climate, and the way
in which the soil is managed). Heavy
applications of compost (more than 30
tons per acre) are not recommended
because that causes layering, which
disrupts the flow of water through the
soil. In many situations where organic
matter is depleted, adding compost may
be an absolute necessity. Repeated
applications on an annual basis may be
necessary to slowly replenish the soil's
organic matter reserve.

However, if cultural practices ini-
tially caused the depletion of organic
matter, then the problem will eventu-
ally reoccur, regardless of how much
organic matter is added to the soil.
Therefore, know the conditions that
cause the depletion of organic matter
in the soil and ways to slow down the
process.

If you are familiar with making com-
post and understand what is necessary
to speed up the decay process in a com-
post pile, then it is relatively simple to
understand what conditions are needed
to slow down that same process in the
soil: air, water, a balance of carbon and
nitrogen, warm temperatures, and a
neutral to alkaline pH to accelerate
decomposition.

Aerate properly. Bacteria that

decompose organic matter require oxy-
gen to live. Several other beneficial
organisms also need oxygen, so deplet-
ing the soil of oxygen is not what is
being suggested here. However, it is
important to examine exactly where and
when aeration is needed.

Sandy soils are naturally aerated
because of the coarse particle size; core
aeration may not be necessary in some
places. Heavily compacted areas such as
tees and greens may require aeration
regardless of soil classification. Topdress
with compost after core aeration whenever
possible, to balance out some of the organ-
ic matter loss from the infusion of oxygen
and create better overall soil conditions.

To test compaction, pour a container of
water. onto a given area and observe how
quickly it seeps into the soil. Beware of a
super dry surface, which can actually repel
water in some cases. This test should be
performed on soils that are already slightly
moist. Fast absorption usually means plen-
ty of porosity.

In extremely sandy conditions, it may
be necessary to reduce soil porosity.
Some managers have successfully reduced
soil porosity by adding colloidal phos-
phate, which contains a natural clay that
can bind sand particles together. However,
it should only be used where soil phos-
phate levels are moderate to low.

Other commercially available clays
have been used with mixed results.
Composts or other materials rich in



organic matter will also bind sand, but
can decay rapidly because of the large
amount of oxygen that naturally occurs
in sandy soils. However, applications of
compost can significantly increase root
production which adds even more organ-
ic matter to the soil.

In heavy, high clay soil, tillage may be
necessary. However, if organic matter is low,
tillage will accelerate the decomposition of
organic matter to an even lower level.

Areas that need renovation often are
already low in organic matter.

Slit overseeding may be a more pru-
dent practice. On smaller areas, many
managers have used tarps or black plas-
tic to kill existing vegetation by cutting
off light. If cultivation is necessary on
soils already low in organic matter, till-
ing at a shallow depth is advised.

Monitor water levels. Too much or
too little water can cause problems.

The bacteria that decompose organic
matter are just as dependent on moisture
as any other living thing, but common
sense dictates that the ideal amount of
water for plants is also ideal for the accu-
mulation of organic matter. After all,
plants are the main source of it.

If water is supplied through irrigation, it
is important to monitor moisture levels
carefully and practice watering that encour-
ages roots growth. Some soils may require
deep and infrequent watering for maximum
plant growth, while others may need a low
volume, high frequency program.

Remember, drowning roots can be
more stressful to the plant than drought.

P T S D Y S A
In December: Temperature and

nitrogen levels

Paul Sachs is founder and president of
North Country Organics, a Vermont-based
manufacturer and supplier of natural fer-
tilizers, soil amendments and environmen-
tally compatible pest controls since 1983.
His book, Edaphos:
Dynamics of a
Naural Soil System,
examines ways in
which Sachs
believes human
beings are linked to
the ecosystem, and
how that link
determines the
future of civiliza-
tion. To order
Edaphos, call (802)
222-4277.
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Roots buys RGB

NEW HAVEN, CT.—Roots, Inc., the lead-
ing manufacturer of biostimulants for turf
and nursery, has purchased RGB, the lead-
ing maker of chelated micronutrients.
Chelation is a process by which nutri-
ents are made more available to plants.
Roots Chairman Bob Weltzien says

the purchase was motivated by the suc-
cess of the company's ironRoots prod-
ucts, a combination of micronutrients
and biostimulants.

“Roots will now be able to offer the best
in both micros and bios,” says Weltzien.

Roots will retain all assets and employ-
ees of RGB, and will manufacture and dis-
tribute out of Kansas City.

Earthgro, Harmony

Products sign

production/marketing agreement

BLOOMINTON, MINN.—Earthrgo, Inc.
and Harmony Products, Inc. signed a
five-year marketing agreement on
August 15, to sell organic products in
areas of high “environmental sensitivity.”

Earthgro will be the primary distribu-
tor of Harmony's high analysis, slow-
release, organic base turf and garden fer-
tilizers for retail and professional mar-
kets in the Northeast.

Harmony will be the sole manufactur-
er of Earthgro's natural fertilizer prod-
ucts in the eastern U.S.

Sources say the agreement will take
advantage of Earthgro’s wide marketing
and distribution networks and
Harmony's fertilizer and manufacturing
expertise.

The agreement is contingent on cer-
tain performance requirements placed on
both companies.

Earthgro makes and distributes
bagged soils, natural fertilizers and bark
products from Virginia to Maine.

Harmony's specialty is its patented,
slow-release nitrogen technology.

Predator insect control
topic of new manual

m Learn about the predator concept of bio-
logical pest control in a new book by
University of Maryland turf and horticul-
ture scientists.

Biological Control of Insect and Mite
Pests of Woody Landscape Plants:
Concepts, Agents and Methods, is co-
authored by Dr. Michael J. Raupp, Roy G.
Van Driesche and John Davidson.

Raupp, an entomology professor at the
University of Maryland/College Park, has
been one of the most noticeable university
experts to explore the biological approach
as an alternative or supplement to chemi-
cal pest control.

Van Driesche is with the University of

Massachusetts, Davidson from the
University of Maryland.

The authors believe biological control,
as an alternative to chemicals, will hope-
fully avoid the problem of pesticide resis-
tance, pest stimulation and pesticide-

induced outbreaks, as
well as possible non-
target injury.

The objective of
biological control, say
the authors, is “to
lower pest densities to innocuous levels
and keep them there.” Biological control
may be achieved by the conservation, aug-
mentation or importation of predators and
parasites, or the use of formulated
pathogens or nematodes.

The manual reviews biological control
procedures, and identifies predators, para-
sites and pathogens useful in the natural
control of harmful pests. The book con-
tains 56 color photos.

The manual was written with support
from the Maryland and Massachusetts
Agricultural Experiment Stations, the U.S.
Department of Agriculture Cooperative
Extension Service and Forest Service, and
the Mass. Dept. of Environmental
Management.

Large orders will receive a discount. To
order, contact Steve Rothman, at
Agriculture Duplicating, 6200 Sheridan
St., Riverdale, MD 20727; (301) 403-4263.

Landscape Management, October 1993 B-29



BIOTURF NEWS

Bio Grounds Keeper, Sustane join forces

BLOOMINGTON, MINN.—Bio Grounds
Keeper, Inc. and Sustane Corporation
have signed a definitive letter of intent to
merge the two companies.

The new company, Sustane
Corporation, will be one of the largest pro-
ducers of organic and biological products
for the lawn, garden, turf and agricultural
industries. Corporate headquarters will be
in Bloomington.

David Henderson, managing general
partner of Founding Partners II, a
Minneapolis venture capital fund partici-
pating in the financing arrangements, will
become president and chief executive offi-
cer of the merged company.

Craig Holden, president, founder of
Sustane in 1987, will serve as executive
vice president and chief operations officer.

he new company will be
one of the largest makers
of organic and biological
products for lawn, garden,

turf and agricultural use.

Thomas Duffey, president of Bio
Grounds Keeper, will serve as executive
vice president of sales, marketing and
administration.

Bio Grounds Keeper develops and mar-
kets organic, biologically-based products
for the lawn and turf industries. Its liquid

and dry thatch-reducing products are
marketed and distributed internationally
and in the U.S. under the Bio Grounds
Keeper label.

Sustane Corporation manufactures and
markets organic fertilizers made from
composted turkey litter for the agricultur-
al and turf industries.

“Organic lawn and turf products have
shown steady growth during the past five
years,” says Duffey, “and we expect that
growth to continue due to the proven per-
formance of organic and biological prod-
ucts and increased environmental aware-
ness. This merger will allow us to combine
and strengthen our new product research
and development programs, as well as our
sales, marketing and distribution of natu-
ral products.”

Crop Genetics to market Spod-X in U.S., Europe

Naturally-occurring insect
virus controls beet armyworm,
a highly-destructive
greenhouse pest.

COLUMBIA, Md.—Crop Genetics
International (CGI) of Columbia, Md.,
recently entered into an agreement
with Brinkman B.V., in The
Netherlands, for exclusive marketing
rights to Spod-X, CGI's first environ-
mentally-compatible pesticide.

CGI will market the product in The
Netherlands, Germany and Belgium.

CGI and Brinkman also announced the
companies had purchased the rights to a
Spod-X registration application with the
Dutch environmental regulatory agency.

Spod-X is the first of a series of insect
virus products to be produced by CGI's
InStar division, says Dr. James Davis, head
of research and development at CGI.

Spod-X is a naturally-occurring insect

pod-X is expected to con-

trol armyworms now

immune to conventional

chemical control.
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virus which controls the beet armyworm, a
highly destructive pest of greenhouse
ornamentals, such as chrysanthemums
and roses. According to CGI, the pest has
become immune to currently available
synthetic pesticides.

In early June, CGI received permis-
sion from the Environmental Protection
Agency to sell Spod-X in the U.S. It had
been working with the DuPont Company
to develop and market insecticidal virus
products, including Spod-X. Under the
DuPont/CGI alliance, CGI will market the
bioinsecticides through local distributors
for certain markets such as greenhouses
in The Netherlands. Joe Kelly, president
of CGI, says he is looking forward to
more marketing arrangements in the
U.S. and Europe.

DuPont currently provides Crop
Genetics with funding to develop produc-
tion and purification methods that permit
large scale manufacture of insecticidal
products at competitive prices. The com-
pany has already pledged $3.75 million for
the developement of InStar products.

Crop Genetics has leased a newly-reno-
vated production facility that will also
serve as company headquarters. Test mar-
keting plans are being prepared, and the
first sales of Spod-X are anticipated to be
early next year.

The beet armyworm, after a run-in with

Spod-X.

Spod-X has shown good control of beet
armyworms in field trials, according to Dr.
Faith Zwick, project manager for insectici-
dal virus products at DuPont.

“We believe Spod-X will be a valuable
tool for Integrated Pest Management pro-
grams, particularly in those areas where
beet armyworms have developed some
resistance to crop protection chemicals,”
says Zwick.

The EPA’s registration is conditional,
and requires CGI to complete one addi-
tional study during the next three years.
According to Davis, that study will be com-
pleted soon.

Photo courtesy CGI
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Corn by-product works against crabgrass

Dr. Nick Christians at lowa
State says marketing talks
under way for products
containing corn gluten meal.

m Surface applications of corn gluten meal
can control crabgrass, reported Dr. N.E.
Christians at the International Turfgrass
Conference this past July.

Gluten is a protein substance extracted
from some milled grains. The gold-col-
ored powder is popular for use as an ani-
mal feed.

“Laboratory and field studies indicate
that this material has the potential of
being used as a natural ‘weed and feed’
product to inhibit the establishment of
germinating weeds in mature turf stands,”
said the lowa State University researcher.

“There is an inhibitory substance in this
corn by-product,” explained Christians,
“that acts as a growth regulator to prevent

root formation of germinating plants.

“When drying occurs, the plant dies. A
drying period is required for weed con-
trol. If the treated area remains excessive-
ly wet during the germination period,
control is reduced.”

According to Christians, timing of
applications plays a big part in the effec-
tiveness of the material’s use as a pre-
emergent. If the material is applied too
early or too late, weed control is reduced.

The researcher commented that the
material can provide nearly complete con-
trol of crabgrass in Kentucky bluegrass,
but at rates above what a turfgrass manag-
er would probably want to use. However, a
level of 2 Ibs. N per 1000 sq. ft. can provide
58 percent reduction in crabgrass estab-
lishment, he says. This is practical in a
spring application because the corn gluten
meal also contains approximately 10%
nitrogen (N) by weight, making it a good
natural fertilizer for turf.

“For plants with fully developed root

systems, the material acts as a natural,
organic nitrogen source with N release
characteristics similar to other commer-
cially available organic N sources,” said
Christians.
Christians
was issued a
patent in July
1991 to use corn
gluten meal as a
pre-emergence
herbicide when
applied to the
soil  surface.
Marketing
agreements are
reportedly under =]
negotiation. Christians: Timing is
Further tests key with gluten meal.
will determine
the spectrum of weeds controlled by corn
gluten meal, and whether it can be uesed
on other crops.

—Ron Hall
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Cornell research covers
natural/organic bases

Tests suggest chemicals
and biologicals may be used
together for insect control.

ITHACA, N.Y.—Cornell University
researchers who have intensified their
biological and organic turf care tests
report positive findings from projects
begun in 1992.

While some tests suggest biological
controls may outperform chemicals in
some instances, they also offer hope that
chemicals and alternative products can
be used in tandem for turf care.

Preliminory studies show that combi-

nations of fungal pathogens and tra-

ditional insecticides might increase grub

mortality.

Insect control. In tests using biolog-
ically based control agents for scarab
grub control in turfgrass, 14 isolates—
fungal pathogens of soil insects—were
tested against Japanese beetle grubs.

According to Dr. Michael Villani, of
the Geneva, N.Y. experiment station, two
of the isolates are currently being con-
sidered for commercial use. The other 12
were chosen because they were taken
from scarab
grubs around
the world.

Villani
reports that
some isolates
were more
dependable
than others
throughout
the course of
the study, due
to a variety of
environmental
conditions
found in city

Villani: Soil
temperature and
moisture important.
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golf courses, mostly combinations of soil
temperature and moisture.

“Fungal pathogens don’t like free
water,” says Villani, “and the spores don’t
survive as well, and don't adhere to the
grub as it moves through the soil.”

Preliminary studies also showed that
combinations of fungal pathogens and
traditional insecticides might increase
grub mortality and reduce the lag time
common for many insecticides in soil.

Villani reports that fungal pathogens
were added to composts used for top
dressing greens, with encouraging
results. Testing in this area continues.

Ideal conditions. As with any
chemical control products,
environmental conditions must
be suited for maximum biologi-
cal insect control. Villani's
studies suggest that under cer-
tain environmental condi-
tions—primarily related to soil
moisture and temperature—
commercially available ento-
mopathic nematodes may out-
perform standard turfgrass
insecticides for grub control.

Disease control. Plant pathologists
Dr. Eric Nelson and Cheryl Craft are
currently studying biological control
strategies with compost-based organic
fertilizers. According to Nelson,
research conducted in 1992 centered on
evaluating composts in the field for dis-
ease suppresion, developing laboratory
assays to assess microbial activity and
biomass and recover isolates of bacteria,
fungi and actinomycetes from suppres-
sive composts.

Nelson says data was collected for the
suppression of dollar spot with various
composts. Snow mold suppression tests
are ongoing.

“We hope to understand how disease-
suppressive properties of composts might
be predicted,” says Nelson.

Organic greens. “As peat becomes
more difficult to mine, alternative organ-
ica sources will likely become common
in putting green rootzone mixes,” says
Dr. Norm Hummel of the university's
floriculture and ornamental horticulture

departments.

Hummel,
Nelson and
research
associate
Mary Thurn
made a two-
year evalua-
tion of four
organic
sources in
sand-based
rootzones for
disease sup-
pression,
physical sta-
bility, and
nitrogen
mineralization.

In this experiment, they tried to
determine the effect of compost on
Pythium root rot and the impact of phos-
phorus on disease severity.

In field trials, a municipal sewage
sludge compost, a brewery waste com-
post and reed sedge peat provided signifi-
cantly better disease control than either
the sand con-
trol or a sea-
weed product.
Control was
generally bet-
ter than 80
percent.

In another
study, physical
properties of
laboratory-
packed sam-
ples were com-
pared to undis-
turbed field
cores taken one
after establish-
ment, to determine if measurements
taken on laboratory-packed samples
could be used to predict physical proper-
ties in the field.

Test results suggest that composts
may be useful as organic amendments
for sand-based rootzones.

; L)
Hummel: Composts
may work in golf
course greens.

Nelson: Compost
extracts suppress

Pythium spp.

For more details of the Cornell
research, contact Dr. Hummel, 20 Plant
Science Building, Cornell University,
Ithaca, NY 14853.



EPA approves biopesticide
for use on turf, ornamentals

MVP biopesticide from Mycogen
Corporation has been given a green light
from the Environmental Protection
Agency and the California EPA for a num-
ber of turf and ornamental uses.

MVP is an encapsulated bioinsecticide
based on Bacillus thuringiensis (Bt).

The product’s patented CellCap encap-
sulation improves residual activity and
field performance, according to Mycogen.

Craig Laursen, specialty marketing
product manager, says CellCap insecticides
remain active in the field three to five

BIOTURF NEWS

PRODUCTS

times longer than traditional B¢ products.
With the CellCap system, dead bacterial
cells serve as biological microcapsules—or
“biopackages”—which protect the fragile,
insecticidal proteins from environmental
degradation.

The CellCap system combines positive
features from different naturally-occur-
ring organisms. The biopackage compo-
nent consists of the cell wall of
Pseudomonas fluorescens, a non-
pathogenic bacterium which is naturally
found in soil, water and on plant sur-
faces. MVP is now approved for use on
bedding plants, flowers, ornamentals,
turf, shade trees and nursery trees.

Labeled pests include armyworm, buck-
moth caterpillars, cabbage loopers, dia-
mondback moths, fall armyworms, fruit
tree leafrollers, loopers, omnivorous
leafrollers, tent caterpillars, tobacco bud-
worms and tortixs.

MVP is most effective against cater-
pillar larva in the first and second molt-
ing stages.

According to Mycogen, MVP is harmless
to beneficial insects, including biocontrol
predators. The product has minimal re-
entry restrictions.

MVP can be used alone or in a tank mix.

Circle No. 203 on Reader Inquiry Card

Organic soil additives custom-
made for golf, athlefic fields

North Woods Organics of Waupaca, Wisc.,
now offers sphagnum, reed-sedge, hypnum
and top moss for use as soil amendments.

According to the company, these organic
peats are ideal for use as components in root
zone mixes, for golf course greens and tees
and athletic playing fields.

Reported benefits include faster matura-
tion of turfgrass, faster recovery from traffic
and optimum water holding capacity and
better disease resistance.

Circle No. 204 on Reader Inquiry Card

New book explains dynamics
of natural soil systems

Edaphos is a new book by Paul D.
Sachs that explains the detailed inter-rela-
tionships between the soil and the earth's
environment.

In “Edaphos,” Sachs explains the reasons
why the author believes mankind is critically
linked to the ecosystem.

According to Sachs, the future of civiliza-
tion is determined by our reverence or apa-
thy for the soil.

The book answers questions that grow-
ers, gardeners and extension specialists
always ask, according to Karen Idoine,
extension specialist at the University of
Massachusetts.

To order or obtain more information, call
(802) 222-4277

Circle No. 209 on Reader Inquiry Card

Video explains right way to
compost, build recycle centers

A new video entitled Composting: A
Recipe for Success, is available from
Compost Productions, at International
Marketing Exchange, Inc., McHenry, Il1.

The video is hosted by Cort Sinnes, a
syndicated columnist and former editor of
Flower & Garden Magazine.

Included are tips for building backyard
recycling centers to help homeowners take
advantage of the opportunities to convert the
many household products that can be collect-
ed and recycled.

Cost is $14.95, plus $3 for shipping
charges. Quantity pricing is available.

To order or obtain more information, call
(815) 363-0909.

Circle No. 208 on Reader Inquiry Card

EVENTS

OCTOBER 18-21: Biological controls as
viable methods of pest management is the
subject of a turf conference to be held in
Madison, Wisc.

The conference will include useful
information on identification and control
of beneficial predators in pest control.

With the expansion of biocontrols from
agriculture to turf care, the conference is open
to forest managers, greenhouse and nursery-
men, extension agents and lanscape contrac-
tors as well as farm industry personnel.

Dan Mahr, entomologist at the
University of Wisconsin Madison says preda-
tor pest control has been used for more
than 100 years, but has been less popular
than chemical control products.

@Participants will learn the basics of
biological control; insects and mites as
pests; the importance of natural control;
beneficial natural enemies and
approaches to biological control.

®Methods of biological control, such
as releasing beneficial natural enemies
and encouraging those that occur natu-
rally, will be discussed.

@A crop protection seminar covers
biological control for alfalfa, corn, cru-
cifers, vegetables, fruit crops, forests,
stored products and nursery and landscape
plantings.

For more information, contact Lee
Gottschalk at (608) 263-1672.
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BIOTURF NEWS

Bio-Turf News: For the latest in organic,
biological and natural landscape care

o-Turf News is our bi-monthly

department on current research and
development in biological, organic and
natural turf care.

Response to Bioturf News has been
overwhelmingly positive. Those who are
using biological or organic products—
even experimentally—are glad we've
taken the lead in keeping you abreast
of the latest developments.

We've told you about lawn care
operators, landscapers and golf course
superintendents who have successfull
integrated organic or biological proc(
ucts into their synthetic control arsenals.

You've read about what's happening
at the leading manufacturing Fgciliﬁes,
and in the state-of-the-science university
research labs.

Some say biological and organic
products onc{ procedures are foo expen-
sive and take too long

to show results. Others believe cus-
tomers should have a choice. And still
others are probably wondering what
all the excitement's about.

Our job, as an industry informa-
tion source, is fo pass the most current
information along to you—as soon as
we can and in the best way possi-
ble—and let you take it from there.

To receive your complimentary
copy of Bio-Turf News, complete the
form below and mail to the Lanpscare
MANAGEMENT offices in Cleveland,
Ohio.

We want to hear from you. Let us
know what you think of all the
change in the green industry, or what
you'g like to see in Bio-Turf News.

Jon Miducki Terry Mclver
Publisher, Managing editor,
LANDSCAPE LANDSCAPE
MANAGEMENT MANAGEMENT

il f NEWS Bio-Turf News is a bi-monthly department containing news on biological,
B\M&’/ organic and natural products and practices for the specialty turf market.
: ‘;m“": = To receive your complimentary copy for one-year, please return the
et coupon below to:
= — % » Jon Miducki, publisher

LANDSCAPE MANAGEMENT
7500 Old Oak Blvd.
Cleveland, OH 44130

ORDER TODAY!

Company
Address
City

State Zip

Phone
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Same Crew;

Same
Sam

[pment.
ents.

More Income.

Introducing Primo.

When business is tight, you've got to make the
most of every client you've got. Primd™ turf growth
regulator can help you do that with your existing
residential customers.

Because Primo cuts by half the number of times

a homeowner needs to mow the lawn. While it
makes the mowing go faster, leaves about half as
many clippings to bag, and lasts up to four weeks.

Heck, applying Primo won't just make you more
money. It will make you a neighborhood legend.

It MakesThe Best Grass Even Better:

©1993 CIBA-GEIGY Corporation, Tirf and Omamental Products, Greensboro, NC 27419. Always read and follow label directions

Circle No. 104 on Reader Inquiry Card



RIS,y . 4 e 8 8 L@ W

Turf desiccation:
winter’s lasting gift

IRON from page 26

plementation where iron chlorosis or
plant yellowing occurs, a condition com-
mon to calcareous or alkaline soils (pH 7.0
or higher), as well as sandy soils. Today,
however, most professionals applying iron
are after cosmetic results rather than pre-
venting or correcting chlorosis.

Iron can be used to make the turf (and
the turf manager) look good.

Most soils contain abundant supplies of
iron, but due to its limited solubility, this
trace element is seldom taken up in suffi-
cient quantities to meet the demands of
high-grade ornamental turf.

Research has shown that, in addition
to the effect of soil types and pH levels,
iron uptake can be reduced by:

@ cool soil temperatures,

@ excessive moisture,

@ micronutrient imbalances and

@ high soil phosphate levels.

Heavy metals or high levels of
nitrate nitrogen can also cause iron to
become “locked up” and thus unavail-
able to the plant.

Supplemental iron has been available
for years in many of the better grades of
granular nitrogen/potassium/phosphorus
fertilizers. Iron applied to the soil, howev-
er, rapidly reverts to a ferric state which is
not available for plant absorption unless it
is chelated. Unchelated soil-active prod-
ucts can get tied up with other soil miner-
als, decreasing the iron’s solubility. And
ferrous sulfate or ferrous ammonium sul-
fate iron in granular form must be
watered in to prevent burning.

Chelated iron products, available in
both dry and liquid forms, are formulated
to hold iron in an available form for a
more extended period of time. A chelating
agent such as EDTA causes the iron to
lose ionic characteristics and protects the
micronutrient from soil reactions. This
allows chelates to be used at lower rates
and with reduced burn potential.

But chelated products are also general-
ly more expensive to use than other irons,
and may be slower in producing a visible
color change. Thus, in recent years,
sprayable iron sulfate products that are
absorbed through the foliage have seen
the most growth in the green industry.

Research has shown that foliar applica-
tions are significantly more effective and
efficient. Foliar-active products not only
provide a greater amount of plant-avail-
able iron, but they are taken in by the
leaves, where the chlorophyll is produced.

The biggest culprit is
intense cold wind at times
of low humidity. Disease
comes along later.

® Winter brings with it more than just
colds and flu, mom. It can also beat up the
turf until there's no turf left. They call it
desiccation, and it's a lousy way to start
the spring. ;

Turf desiccation—a.k.a. winter kill—
comes in two forms: atmospheric and soil
desiccation.

Atmospheric desiccation is caused by
the general drier environment, accompa-
nied by stinging wind and low humidity.
The soil is unable to absorb water at
lower temperatures, too, which adds to
turf frailty.

Soil desiccation results in white leaves,
but the leaves are more limp.

With an all-out temperature kill, turf
leaves appear to be water-logged. They
take on a whitish-brown color, and even-
tually turn dark brown. The leaves are
limp and matted, and you may detect a
moldy odor. This type of kill occurs when
the soil temperature plummets quickly.

Look for it during late win-
ter freeze-thaw periods.

Dr. Jack Hall of Virginia
Polytechnic Institute says
desiccation can occur on
sand-modified soil where there’s limited
moisture in the soil profile.

As Hall explains, winter desiccation is
basically a function of available moisture
and the extent to which the root system
can absorb and store that moisture.

“Our best approach is sound manage-
ment,” advises Hall, “and fertilize in late
fall to maximize root development.”

“Our winter rainfall is generally ade-
quate,” says Hall. “The last time we lost
bermudagrass to winter desiccation was in
1980-81. We had a greater kill on over-
seeded bermudagrass than in that which
was not overseeded. The living overseeded
grass continued draw down moisture.”

Sodium content may cause problems.
“Any time you have salt concentration in
water, availability of water to plant is less-
ened,” says Hall. “If you go into winter
with high salt, unvavailability of moisture
is more of a problem.”

@ Younger turf is more susceptible to
desiccation.

® Protect turf with heavier dose of top-
dressing. Fabric may also work.

® Anything that promotes general
plant health will reduce the threat of
desiccation.

—Terry Mclver

with a whitish fungal mycelium.

mycellium on leaves.

available nitrogen.

Winter brings disease

® Snow mold invades in early spring, and lasts until June. Apply fungicide in early
winter, ideally on the day before the first lasting snow.

Pink and gray snow mold occur when the
temperature is just above freezing and accompa-
nied by excess leaf moisture. The infected turf
will turn flaccid and become dehydrated. Gray
snow mold is differentiated by sclerotia imbed-
ded in the leaves and crowns of the dieseased
plants. Look for large brown patches covered

Cottony snow mold begins as yellow patches
which become the color of straw. Look for gray

Prepare turf for winter disease before it goes
into winter with soft growth from excessive

Cultural prevention—For pink snow mold:
Avoid excess nitrogen in the fall. Prevent snow accumulation on highly maintained
turf. Improve air movement by pruning trees and removing brush. Remove leaves in
fall and winter. Rake or spike infected areas in spring. Remove thatch build-up.

Gray snow mold: Avoid early fall nitrogen fertilizer before the first snowfall. Avoid
excess lime. Keep the thatch layer to a minimum.

e

Pink snow mold
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Turtcat’s 4WD
redefines upward mobility:

B On-demand 4WD sys-
tem with differential lock
delivers hill climbing power
with less scuffing.

B High capacity, deep

tunnel decks deliver

both mowing quality
and productivity.
60" or 72" side or rear
discharge rotaries.
60" fine-cut flail.

B FPront-mounted imple-
ments powered by
efficient, hydraulic
PTO Drive.

B Power steering reduces

operator fatigue.

B Controls within easy

reach.

B Choice of high-back sus-

pension sealts for all day

comfort.

Introducing the new, 4WD Turfcat’ change mowing speeds to match conditions. High
The 4WD Turfcat T422D climbs steep hills* with gear provides faster transport speed between jobs.
just a flip of a switch. For better side hill traction, Dependable hydraulic systems.

a step on a pedal engages the differential lock.
Unlike some mechanical versions, the Turfcat’s
hydraulic drive system also maintains constant 4WD

in turns. Tire slip is reduced to maintain quality
turf without scuffing.
The Turfcat’s wide track stance and low center

Best of all, the Turfcat gives you a new generation
of reliability with our exclusive, hydraulic 4WD
and hydraulic PTO. Systems that do away with a
host of moving parts. The results are smoother
operation and longer life with dramatically less

< : g ) 2y : ; maintenance.
of gravity provide superior stability going uphill S g .
ordown! Choose the Turfcat you need: a 22 HP diesel in
A two speed transaxle lets you match the Turfcat’s 2WD or 4WD or a 36 HP gas engine in 2WD.
speed to your job. Low gear provides more torque to See your distributor today for a demonstration.
the cutting deck, while the hydrostatic drive lets you Find out how you can improve your upward mobility.

JACOBSEN
TEXTRON

Jacobsen Division of Textron Inc
Circle No. 118 on Reader Inquiry Card

*Consult your operator's manual for safety instructions when mowing hills
© Jacobsen Division of Textron Inc. 1990 J-8-0



In the South, where weeds are a studies show it doesn’t harm root
problem most of the year, you don’t systems. So Southern turf stays
get much of a break from using herbi-  strong and healthy.

And Surflan lasts up to a month

longer than other herbicides. Just two

or three applications gives you year-

cide. So the milder your herbicide is
to turfgrass, off-target plants and the
environment, the
better off you are.
That’s why you
should seric lu\l_\
consider Surflan’
herbicide for
your \\(‘(‘4]

control program.
‘,, - .
//v Nl /1' l\' 'f“' ”ﬂ'([‘
From Sneaking Up On You
University studies show crabgrass
and goosegrass germinate when soil at
2'" reaches the following temperatures

days: loam oU

for three consecutive
32°F. heavy wet clay 53-57°F, sand 49
I°F. Measuring soil temperature allows
1 to predict germination, and time

your herbicide application for

maximum control

; Ve/ads
4 )

\ S < i
‘ /\ \ 3 Soil Thermometer

Surflan is very mild on all warm

season grasses. When used properly

on established turf, university % DowElanco

round control of more than fifty weeds,
including goosegrass, crabgrass and
Poa annua. That can help you put
less chemical into the environment.
Surflan is also verv gentle on

off-target plants. In fact, it can be



sprayed over the top of delicate

ornamentals. So there’s

virtually no risk to

nearby shrubbery, trees
‘ \‘;‘ﬁ'n)\;;
= Surflan stays where you put it
Even in heavy rainfall, it resists
leaching into groundwater

tone

or flowers. Surflan is available ¥ as Surflan).

as a sprayable and on *;\z ' You can put it down
fertilizer. If you prefer a Q‘xw‘ = at the full rate, or use split appli-
granular form, there’s ¥ # % cations to spread the load over
XL"* herbicide (it contains o the season. Either way, you'll get

good results.

the same active ingredient

ot of words to describe
of them.

Our 44-page book, The Turf
Manager’s Guide To Respon-

sible Pest Management can

tell you more. It contains compre-
hensive “how to” information you
can use to control weeds more effi-
ciently. It also gives you step-by-
step tactics you can use to control
W owe W
Bermudagrass
insects and turf diseases more

Zoysiagrass  St. Augustinegrass

effectively and responsibly. If you'd
like a copy, just return the coupon
or call our toll-free number.
Words can't describe how helpful
you'll find it.

Send me the
following Management
Guide(s): OJ Cool Turf,
O Warm Turf,
[ Nursery and Landscape.
Mail To: DowElanco,
PO. Box 3064,
Cedar Rapids, 1A 52406.
Or call -800-729-3693 ext. 5493

Name

Company i

Address —

City State

Zip Phone ( )

The chemistry is right.

Surflan is available as a sprayable or on fertilizer.
Not labeled for use on greens.

*Trademark of DowElanco. ©19938 DowElanco




GOLF

'SCAPING

Injecting wetting agents
into greens soil

Toro, Kalo, Aquatrols
innovations make it easier
for superintendents to dry
out wet greens.

m Harold Edgerton was one of the first
people to run liquid soil wetting agents
through his water injection aerator to
relieve stressed-out golf greens.

He began in mid-1992, shortly after the
Toro Co. approved wetting agents for use
with its HydroJect 3000, a practice proved
by university research to provide faster
green-up and improve turf appearance.

But Edgerton added one new “twist” to
the technology: he found an effective
metering system that uses a proportional
injector attached just off-green, but on-
line to the HydroJect. This eliminates
using a spray tank mix which might intro-
duce corrosion-causing residues. He found
that, by connecting a non-electric self-
priming Dosatron injector (11 gpm rate)
to the HydroJect, he could assure accuracy
even when water flow rates changed. Trial
results last fall were so good that he's now
adapted the system for golf courses which
are served by his business, E&E
Enterprises of St. Charles, Mo.

Incoming water drives the injector’s
piston. This action pulls the wetting agent
into the mixing chamber and blends it
with the water flow.

E&E Enterprises reports success
using Hydro-Wet RTA (“ready-to-
apply”), a Kalo product found by
Michigan State University to deliver
considerably more moisture with
greater residual power in the rootzone.

RTA is recommended for HydroJect
injection and for its Pro-Op, a hose-end
applicator for syringing golf greens.

“In our closest areas around here, we
will get an inch-and-a-half of rain, then
suddenly the sun comes out to quickly
‘cook’ greens,” Edgerton observes. To
avoid damage, he adds, supers are applying
wetting agents by this water-pressurized
method. They're getting both faster pene-
tration of surface water and longer residu-
al action with less overall turf damage.

In the St. Louis area, Edgerton has
used as many as five aerations per year,
but he finds that three times with the
HydroJect is ideal for many Midwest
locations.

With many supers still coring in the
spring and fall, Edgerton finds this injection
service to be in greatest demand “in the

s OO

summer, when golf course activity is just
too busy for traditional coring. Also, some
surfaces of greens become too hard for con-

ventional aeration to be truly effective.”
Another innovation—This summer,
Toro introduced the Injector Pro chemical
injection spraying system developed by
Hahn Inc. Designed for Toro's Multi-Pro
1100 Work Vehicle, it promises to do away
with mixing chemicals with water in a
continued on page 42

Harold Edgerton

has used a Dosatron/HydroJect hook-up for more accurate

injection of wetting agents and to dry out wet golf greens. The Dosatron injector
(inset) is self-priming. It pulls the wetting agent into the mixing chamber where

it's accurately blended with water flow.

ELSEWHERE

More on
injections,
page 42

Mechanic likes
sharpeners,
page 42

GCSAA seeks
new CEO,

page 43
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GRASSHOPRERABIITY

Just about everyone who gets their Selectability lets you choose from the
hands on a Grasshopper is so most complete line in the industry,
impressed with it, they buy it. Your with nine models, 12 to 25 hp, cutting
operators will like it because they can widths from 44" to 72", interchangea-
work all day in comfort, with less ble side discharge or mulching deck
fatigue and virtually unlimited visibil- options, Quik-D-Tatch Vac® grasscatch-
ity. You'll like it because of its produc- ing systems, plus a full range of year-
tivity, so you can handle more jobs in round attachments.
less time. Everybody likes its advanced Make the smart move. Take a test

% ,
dual-hydrostatic direct drive, easy PP and you ll drive on a Grasshopper. You'll

serviceability and long life. ° ° want to take it with you.
Grasshopperability gives you dnve lt to Call or write for free literature and

“hands on” control of Zero-Radius the name of your nearest dealer.

Maneuverability, Outfront Reach- '

ability and smooth continuous motion, work! ‘ First to finish ... Built to last!

with Alternating Forward/ Reverse and - - Circle No. 106 on Reader Inquiry Card

Square Corner Turnability. . =,




m To the editor:

I read your article on grinding and
sharpening blades in the August issue and
have a few comments to make.

I used to backlap after grinding at some
of the courses I worked at. Now, I don't

backlap any more because of the Express
Dual Spin Grinder and the Anglemaster
Bedknife Grinding System.

This system eliminates the need for
backlapping because the Anglemaster
trues the bedknife to the reel. The spin

INJECTION from page 40
sprayer tank.

The new system is designed to continu-
ally mix correct amounts, and to electroni-
cally adjust application rates regardless of
vehicle speed or terrain.

With Injector Pro, users can decide, in
the field, to use a one- or two-chemical
delivery system with water and chemical
held in separate containers. This elimi-
nates rinsate disposal and incompatibility
problems since the materials have contact
briefly before going out sprayer booms.

More news—Other companies are
making it easier to apply turf chemicals
for faster results with slow-draining
greens. Aquatrols, a leading water man-
agement and wetting agent supplier,
recently introduced Dose-It, a portable,
water-driven in-line injector designed to

complement the HydroJect 3000.

Aquatrols adapted the Dosatron pump
for faster, more effective turf application of
AquaGro-L, its turf wetting agent, through
a HydroJect. Dose-It is easily mounted to a
hand truck or utility vehicle, and can be
quickly hose-connected for accurate pro-
portions: one part AquaGro into 500 parts
water. The solution does not require
watering in, say Aquatrols specialists.

Depending on the HydroJect’s speed
setting, they add, and whether the roller
washers are on, the operator can inject as
much as 9 oz. of AquaGro-L per 1000 sq.ft.
Before the Dose-It, AquaGro had to be
mixed as a solution in a spray tank, then
connected to the HydroJect.

—Author Robert G. Coleman is a free-

lance writer specializing in landscape

articles. He is based in Longwood, Fla.

(_'l°l N ouaed N W 2w & DRSNS

Mechanic likes these grinders

grinder grinds the reel with a relief already
in the reel. This eliminates the process of
relief grinding that would be done on
other types of reel grinding machines.

With this system, we can go 6 to 10
weeks between grindings, and the life of
the bedknives is almost doubled. We save a
few thousand dollars every year in labor,
lapping compound, reel bearings and
other related repairs.

All of our greens and tee mowers’ bed-
knife angles are ground at 7 degrees; fair-
way angles are ground at 9 degrees;
roughs angles at 11 degrees. All bedknife
face angles are ground at 95 degrees.

While Tim Moraghan made good
points, this is another system that works
very well and that superintendents and
their mechanics might consider.

Paul Fox
Boca Woods C.C.
Boca Raton, Fla.

(ED. NOTE: Check with your local sup-
pliers for information on this equipment.
If they don't carry these items, write to
Bernhard & Co. Ltd., Bilton Road, Rugby,
ENGLAND CV22 7DT; or phone 011-44-
788-811600.

Brouwer is the power in vacuums.

BV-85 & BV-138 POWER VACS

Whatever your need in vacuums,
Brouwer delivers. From the mid-size
BV-138 Vac that's easily maneuverable
in tight spaces, through to the BV-85
Vac, the largest capacity vacuum on
the market today, you can trust
Brouwer for the ultimate in efficiency
and reliability.

23324 Woodbine Avenue
Keswick, Ontario
Canada L4P 3E9

Tel. (416) 476-4311
Fax (416) 476-5867

TURF EQUIPMENT LIMITED

Circle No. 103 on Reader Inquiry Card
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for new CEO

® The Golf Course Superintendents
Association of America (GCSAA) is looking
for a new chief executive officer following
the resignation of John Schilling to open
his own business.

GCSAA president Randy Nichols wrote
this in a letter to members:

“The Board of Directors is extremely
disappointed with (Schilling’s) decision to
resign. However, we do respect his desires
to begin his own business where his ability
and skills will again be demonstrated.”

Robert Ochs and Diana Green also
resigned to become part of Schilling’s new
venture, St. Andrews Corp., based in
Lawrence, Kans. It will offer various ser-
vices—event management, import/export
consultation, risk management and insur-
ance services—to golf and other indus-
tries. Ochs had been senior director of
communications and general counsel;
Green was senior director of operations.

e O LEFE S APING |

Schilling’s resignation is
effective Jan. 1, 1994, but he

will stay through January to
affect a smooth transition in
leadership. He will also be
available to help manage the
1994 Conference & Show in Dallas.

“I have thoroughly enjoyed the last 15
vears at GCSAA, serving the membership
and the golf course management indus-
try,” Schilling told LM. “The association
has made tremendous progress during the
last few years, and I've been very pleased to
be a small part of that. I believe the associ-
ation has a bright future, and look forward
to continuing to assist the golf industry.”

Schilling took over as executive direc-
tor on Sept. 1, 1983, when his controver-
sial predecessor, Jim Loughlin, resigned.
During Schilling’s tenure, the GCSAA has
increased its membership, grown its annu-
al Conference & Show, and expanded its
boundaries internationally.

The GCSAA Board of Directors is con-
ducting a nationwide search for a new
CEO amidst an organization-wide realign-
ment. Arthur Andersen & Co., one of the
world’s leading consulting firms, following

a lengthy study, had recommended:

1) Eliminating the senior director
management level.

2) Creating an Accounting and Finance
Department headed by a chief financial
officer.

3) Creating the position of deputy chief
executive officer.

4) Consolidating the Communications
and Publications Departments, separate
from the Development Department.

5) Creating a Conference & Show
Department.

6) Adding a human resources manager.

The Board approved Andersen & Co.’s
recommendations 8-1. The dissenting vote
was cast by immediate past president Bill
Roberts of Lochmoor Club in Grosse Point
Woods, Mich., who resigned.

In his letter of resignation, Roberts
objected to the study and the need for the
recommended changes. “This process
could...subject the association and certain
individuals to needless litigation,” he
wrote. “To implement the study places the
chief executive officer in a mere figure-
head position.”

—Jerry Roche

Get ready for
wintertime profits.

After your fall landscaping
jobs are finished, equip your
truck with a Hiniker Cub
Spreader. It's compact,
self-contained and ideal
for all kinds of sand and
salt spreading jobs.

On parking lots, driveways,
streets...a Hiniker Cub Spreader
brings you profitable new busi-
ness with every snowfall.
Available with 8 hp engine or
hydraulic drive for full-size
pick-ups and small flatbed or
dump trucks.

WRITE OR CALL FOR MORE INFORMATION
HINIKER COMPANY « AIRPORT ROAD « P.O. BOX 3407 « MANKATO, MN 56002-3407 « PHONE (507) 625-6621
Circle No. 108 on Reader Inquiry Card

Full-size hopper-type spreaders are available in
stainless steel or mild steel versions

Economical Hinker tailgate mounted spreaders
fit all standard width dump bodies
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LAWN CARE

INDUSTRY

HAPPY
CUSTOMERS

Margins just so-so? Exceeding customer expectations
will help strengthen them, this landscaper says.

m  Statistics by the Associated Landscape
Contractors of America claim the average
landscape management firm is operating
with a 2 to 3 percent profit margin. Clean
Cut of Austin, Texas, quadruples that every
year, by design.

“Too many times, the sales force for
landscape firms becomes a price taker
instead of a price maker,” says Dennis
Dautel, who combined with Rex Gore to
launch Clean Cut in 1984. “Profit is not
our only goal, but we like to operate at a
margin of 8 percent or better.”

How have they done it?

“Top people, the best available equip-
ment, and work that exceeds the cus-
tomer's expectations,” Dautel says.
“Theoretically, landscape maintenance is a
no-profit business. It's easy to get into, and
just as easy to get out of. So you're always
competing with the low-price operation,
many of which get into the business for a
year or two and then disappear.”

Clean Cut has a unique management
system.

“We have to differentiate our service
from others to sell at a profitable level,”

says Dautel. “It takes an intense effort to
teach our people how to do that. But after
eight years, we think we have the tech-
niques pretty well determined.”

The keys—Here are the keys:

® A new facility will include a training
center for marketing as well as operational
functions. New people will be taught how
to set bid specifications and how to work
with customers.

® Employees are involved in deci-
sion-making. Small groups meet fre-
quently to discuss jobs and projects
under way, as well as things that can
improve the product.

® A new management operations pro-
gram allows the “team leaders/partners” of
the operating teams to build their own
equity in the business by managing people
and equipment efficiently.

® Special computer software
(“SuperScape”) developed by Dautel and
Gore has been so successful that they're
selling it to other landscapers.

@ A profit-sharing plan, based on both
long- and short-term margins, is deter-
mined from end-of-month and end-of-

HIGHER
PROFITS

High-profile complexes like The
Park at Wells Branch provide Clean
Cut the opportunity to provide
‘work that exceeds the customer’'s
expectations.’

year figures.

® People—both employees and cus-
tomers—are a prime consideration.
“Building value-centered relationships
with customers makes for long-term con-
tracts,” Dautel notes, “and building good
attitudes and relationships with team
members makes for smoother, more effi-
cient work results.”

® The equipment fleet has been refined
over the past two years. For instance,
Clean Cut has used mid-sized riding mow-
ers for the past three years, even on com-
plex landscaped areas.

® Minimize equipment downtime by
having a maintenance shop and doing
most of their own maintenance.

Equipment plus people—"We used
mid-sized walk-behind mowers to start
with,” Dautel observes. “Then, we tried
one of the zero-turn-radius riding mowers
on the market. Finally, we wound up using
Walker mowers. Now, each landscape
maintenance team has at least one Walker
and some have two.

“Initially, going to riding mowers dras-
tically improved our mowing time efficien-
cy, but we weren't getting the quality we
needed to leave a manicured look on cus-
tomers’ lawns. Now, though, we can get
that quality look with the same amount of
mowing time.”

Another key is in the maintenance
shop. “Our Walker mowers are probably in
use a higher percentage of time than any
other piece of equipment,” Dautel states.
“They just don't sit idle much of the time,
and that's one of the keys to keeping
equipment operations efficient.”

In the last three years, Clean Cut has
won nine Texas landscaping awards, five
ALCA awards and two from the
Professional Grounds Management
Society. This year, it was named to Inc.
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magazine’s list of the 500
fastest-growing privately-held
companies in the U.S.

From a first-year sales vol-
ume of $167,000, Clean Cut
now projects 1993 gross sales
of more than $5 million.

“You have to have the best
machinery, then train your

people to get the most out of
it, to do the type of precision
work we like to see,” Dautel
says. “It all goes into the objec-
tive of giving the customers
more than they ex-pect. That’s
why we've been able to main-
tain our growth curve for
more than eight years.”

W. Va. grand jury
charges LCO with
arranging murder

® Richard B. Huff allegedly
tried to build a lawn care com-
pany the wrong way—with
dirty tricks, insurance fraud,
arson and, finally, murder.

That's why he may spend
the rest of his life in prison.

Huff, 32, former manager
of Custom Lawn Care of West
Virginia Inc., has been char-
ged with arranging the May
21, 1993, murder of a former
co-worker, Jerry Powell, 28.

U.S. Attorney William A.
Kolibash of Wheeling, W. Va.,
says Huff plotted Powell’s
murder. He did it to keep
Powell from testifying about
how Huff had sabotaged com-
petitors’ businesses over a
period of several years,
Kolibash says. Powell had
briefly worked with Huff but,
apparently, had nothing to do
with the dirty tricks himself.

Powell was shot-gunned to
death about 4:30 a.m. May 21
on an empty road north of
Weirton, W. Va., while he was
driving his van to work at the
Ross Park Mall.

The federal grand jury that
met to consider the killing
returned a 20-count indict-
ment also claiming that Huff:

® ordered “grass killer”
sprayed on the greens of
Pleasant Valley Country Club,
Weirton, and the Woodlawn
Golf Course, New Cumber-
land. Both were customers of
another lawn care company.

® had two of his employ-

ees pour grass killer into the
spray tanks of competitors’
trucks.

® ordered employees to
throw bombs at the home,
business and equipment trailer
of a competing lawn service.

® slashed tires and
scratched the paint of com-
petitors’ trucks.

® obtained more than
$40,000 in settlements from
fraudulent insurance claims.

Kolibash calls the case
“one of the most bizarre and
unusual cases I've ever seen
in 20 years in this office.”

Indicted along with Huff,
were Daniel J. Wentz, 20, and
William D. Bish, 24.

The indictment alleges that
Wentz actually pulled the trig-
ger of the 20-gauge shotgun
(two blasts), but that Huff had
sought the killing, and had
written the check for the
ammunition the day before
the murder. Bish, the indict-
ment says, acccepted a check
of $1,500 from Huff as an
advance payment for the
killing of Powell. It was Bish
who enlisted Wentz to kill
Powell, the indictment alleges.

“It’s like something out of
a grade B movie,” says veteran
reporter Lawrence Walsh,
who is covering the case for
the Pittsburgh Post-Gazette.

Jury selection for the trials
of Huff and Wentz is set for
Nov. 8.

—Ron Hall

Fertilizers For All Of
Your Seasons.
For All Of
Your Reasons.

32+3+10
Fertilizer

Fertilizer Fertilizer

Professional
Turf™Products

Professional
Turf*Products

Professional
Turf*Products

consistent. Reliable. Responsive. Flexible.

These are a few of the characteristics you look for
in a fertilizer supplier. According to our customers,
they describe The Andersons quite accurately.

The Andersons prides itself on having a full
range of high-performance Professional Turf™
fertilizer formulations ready to help you respond
to your most stringent soil conditions and turf
requirements.

With over a dozen standard blends, you can
depend on The Andersons fertilizer products to
help you deliver the superior results you need to
meet your customers’ expectations and keep
them happy throughout the year.

For a full-line look at all we have to offer, call
us today.

The Andersons Professional Turf Products.
Uniformly The Best In The Business.

1-800-225-ANDY
the professional’'s
partnerc
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Busy Bill Clutter
pleased with
growth in both
OLCA, TurfGard

Successful OLCA swap
meet is combined with tour
of Scotts facilities.

®m “Some of us sold a lot. Some of us
didn't sell much. It just depends on what
you're selling,” says Bill Clutter, TurfGard
Company, Dayton, Ohio.

Clutter, president of the Ohio Lawn
Care Association, sold five used, walk-
behind spreaders, three coils of used and
new hose, and bartered an aerator for a
small trailerload of granular fertilizer at
OLCA'’s first-ever summer swap this past
August.

In all, 15 lawn/landscape companies
brought surplus tools and equipment to
The Scotts Company picnic grounds in

Marysville, Ohio.
Clutter says between
85-100 lawn and land-
scape pros attended
the swap meet. About
50 lawn pros toured
the Scotts’ compost
and fertilizer manu-
facturing facilities ear-
lier that day. (Lunch
was on Scotts too.)
“For a first-time
affair, I'm very
pleased with the

0T LAY CAR
24-80n

turnout,” says Clutter, TurfGard's Bill Clutter credits OLCA growth to strong
president of TurfGard, committees, valuable member services, affordable dues.

Dayton, Ohio.

Clutter, a powerfully built, methodical
man with a ready grin, has reason to be
pleased. The OLCA has grown to more
more than 350 members in just three
years.

Clutter says many factors contribute to
OLCA’s popularity but three stand out:

® Volunteers like past president Phil
Forgarty and other committee members.
“I certainly can’t take credit for what so
many have contributed to,” he says.

@ Affordable dues. “Thanks to some of
the industry suppliers, we've put together
a welcome packet whose value exceeds the
cost of membership,” Clutter points out.

® Responding to what members
want. “A lot of our members have cross-
over businesses. One of our goals is to
offer services to our members that
sometimes extend beyond basic lawn
care,” he explains.

Clutter credits TurfGard employees,

4 *) S

S
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Some tools require a lot of time and manpower ..
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Left to right: Troy Boucher, Scott
Hurler, Steve Bailey and Jay D’Amico
give this Ryan overseeder a thorough
workout.

headed by operations manager Mike Young,
for allowing him time to be OLCA's leader.

It's a busy company, and
it's having a “good year,”
says Clutter. This past sea-
son TurfGard began offer-
ing tree & shrub service.
He says next spring it will
open a “mechanical ser-
vices” division offering aer- 58
ations, seeding, and com- &
mercial mowing.

TurfGard, Dayton,
Ohio, is a consolidation of
five companies, the compa-
ny Clutter started in the
mid 1970s and four other
smaller companies he's
purchased and incorporated since.

Dayton, (pop. 190,000) in southwest
Ohio, is an intense lawn care market.
Clutter says he can name a dozen major
competitors. “There are so many small
competitors and their names change so
often I just can’t keep up,” he says. It was
this intense competition from cost-cutting
competitors that prompted Clutter to start
his own separate low-cost lawn care com-
pany several years ago, an operation sepa-

Les Richendollar, left, and Troy Thomas of Plantscape,
Urbana, Ohio dicker with Tom Burton, right, Burton’s
Landscape, Troy, over this used spray rig.

He's been backing away from that move
though. He discovered that even though
some customers will only pay minimum
prices for lawn care, they still expect maxi-
mum service. “It’s just not the way to go,”
says Clutter.

Clutter feels TurfGard “is probably
exactly where it should be.” By next
spring, with the startup of the mechanical
services division, he expects to employ
about 25.

rate from his “high-end” TurfGard. —~Ron Hall

weeeee..Some don’t.

Roundup® herbicide is the ideal management tool
when budgets are tight or manpower is limited.
You can cover more ground in the same amount

of time it would take using mechanical methods or
pulling weeds by hand.

Better yet, Roundup gives you long-lasting
control. So crews don't have to keep coming back.
You'll be able to allot more manpower to other jobs
and save wear and tear on equipment—getting the
most out of your budget.

If you're not already using
Roundup, don't waste another
minute. Ask for our FREE
brochure telling how Roundup

Ro¥

combines ecology and economy.

Call: 1-800-332-3111. LOWEST PRICE EVER

ALWAYS READ AND FOLLOW LABEL DIRECTIONS FOR ROUNDUP HERBICIDE. Roundup® is a registered trademark of Monsanto Company. © Monsanto Company 1993 IND-30003 2/93
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Russell Schmidt says
customers are anxious to
restore lawns/landscapes
following this year’s
historic Mississippi River
deluge.

FESTUS, Mo.— His smoky blue eyes nar-
row into slits as he surveys the Mississippi
River. It's not where it's supposed be. It's
at his feet where a football field used to be.
It should be out beyond the tree line at
least a half mile away.

Russell Schmidt, who started Schmidt
Landscape, Jefferson County, Mo., 7 years
ago, says “it's been our worst year yet.”

But he's still smiling.

He's confident his 12-person company
will survive the flood that caused so much
destruction in the small river communi-
ties just south of St. Louis, his market
area. (Schmidt’s offices and home are in
neighboring but higher Hillsboro.)

Compared to many others, he says he
has little to complain about.

1) Build a history of dependable,
reliable service. When disaster strikes,
clients will know you're trying. “I had
guys sitting in trucks beside properties
waiting for the rain to stop to get on
properties,” says Schmidt.

2) Develop a loyal, well-trained staff.
As flooding worsened, Schmidt says his
employees often relied upon their own
initiative to solve problems. “We have
meetings every Monday at 6:45 a.m., but
my guys know what to do on their own.”

3) Communicate with clients. His
company left “obnoxious-looking” red
door hangers (“That way I know they'll
look at them”) on every property.

" Flood causes ‘worst year,’
but Missourian st

“l came down
here two weeks ago
and saw a couple
pull up a nice
strin-ger of catfish,
right up from the
stands. Caught ‘em |

on the football
field,” he grins.
Schmidt, 28,

stands over the sul-
len river that looks
more like a slowly
flowing lake. Hum-
idity seeps from its

iI’I. smiling

¥ .

coffee-colored sur-
face and
sparkles of perspira-
tion from his forearms and forehead.
Hatless in the noonday sun, he relates
how he and his Hillsboro High School
mates battled the Crystal City Hornets on
this very football field just 11 years ago.
Slow retreat—Now, in mid-August
1993, the muddy water still laps up to the
third row of concrete steps at the stadium.
It'’s been an unforgettable year in more
ways than one, says Schmidt.
Spring rains which seemingly never

coaxes

Lessons learned from The Flood

Schmidt spent extra time in the office so
he could personally answer clients’ calls.

4) Two-way radios pay for them-
selves over and over again, particularly
in an emergency.

5) Don’t gamble with low bids. If
anything unsual happens, you're work-
ing for nothing—or losing money.
Schmidt says he now adds a little extra
for labor on bids.

6) Keep smiling. “You wouldn’t
believe how many of my customers tell
me how much they appreciate my men’s
cheerfulness even though there’s not too
much to smile about,” says Schmidt.

—R.H.

Landscaper Russ Schmidt shows what turfgrass surrounding
a bank looks like after the Mississippi River flood.

ended crippled maintenance schedules
almost from season’s start.

“We were contracted to mow properties
four times a month, but we could only cut
some of them once or twice. That's rev-
enue we can never get back,” he says.

Then, in July, the floods came.

The Mississippi, day by day, crept up
to—and, in many cases, over—homes and
businesses. River dwellers had more to
worry about than lawns and landscapes,
like saving the pews at the First Baptist
Church. They put them on styrofoam
blocks, hoping they would float. They did.

Indeed, when President Bill Clinton
and Vice President Al Gore arrived in July
and reporters from around the world jos-
tled for high ground for their mobile
broadcast units, townsfolk piled sandbags
shoulder high to keep the river out of
downtown businesses.

Road work—No wonder that instead of
installing or repairing irrigation systems
this past July—jobs normally scheduled
when summer drought turns lawns
brown—Schmidt’s crew, using the two
company loaders, built an emergency road
for homeowners cut off by high water.

“Everybody was involved in this flood.
A lot of people shut down their businesses
to help. Sometimes when they were sand-
bagging the water was coming in faster
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© 1993 Shindaiwa Inc. Call 1-800-521-7733 for your nearest dealer

As a lawn maintenance pro,

you can’t afford to see it

from the smallest trimmer to What'’s it all mean to you? Crews
the largest chain saw, is built that are more productive. Equip-

ment that costs less to own. And

Most people See grass. ..o
vn t tn nt deal with little things like taxes
U SBE (dXES, e I'eNt,

and payroll. So when you’re ready

and next week's payroll. -
®

any other way. Sure, you
appreciate a pretty
yard. But it’s a good bet
you appreciate a healthy
business even more. So let us
suggest a way to win on both
fronts: Shindaiwa. We offer a
complete line of hand-held

power equipment. Every model,

grass, go see the fastest-growing

for commercial use. Our line of professional equipment
equipment is light. in the industry. Visit your local
Lk Powerful. Refreshingly Shindaiwa dealer.

easy to use. And designed,
bolt by bolt, to shrug off the

harshest treatment. If you ever

do need service, you're

backed by a national snlndaM'
network of independent dealers. WE SIMPLY MAKE THEM BETTER
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than they could work,” says Schmidt.

Schmidt says recovery is under way.
The number of calls from homeowners
wanting flood-damaged lawns and land-
scapes repaired and renovated surprises
even him. The commercial properties—
well, that he kind of expected.

“We're going to take our chances and
start replacing plant material. If we lose
some of it, we lose it,” says Schmidt. “We
can't afford to wait. Not this year.”

—Ron Hall

There’s a place for “chop and drop” mowing at jet-like speed,
but that wasn't what Dennis Dautel and Rex Gore had in mind when they
started Clean Cut Inc. back in 1985. The Austin, Texas based company
organized for high visibility landscape maintenance with a pursuit of
excellence - and it shows with 16 environmental improvement awards in the
past three years from national and regional landscape associations like ALCA,
TALC, and PGMS. They wrote to tell us Walker is a part of all this:

* We have been using your machines for the past four years and
currently operate 12 machines. Your machines have given us a tool
to produce quality turfin a fast, efficient and cost effective manner -
Walker has given us a “clean cut” while keeping maintenance costs
low. Please accept our appreciation for producing a quality
product which, in turn, helps us produce beautiful landscapes.*

Discover Walker mowing quality and efficiency to belp make your name.
——
" -
A
WALKER MFG. CO. * 5925 E. HARMONY RD. * FORT COLLINS, CO 80525 * (303) 221-5614
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Wolfner
(above left)
is taking the
opportunity
to upgrade
the irrigation
system at The Meramec created a
Riverside moonscape at Fenton

Golf Course. City Park. |

Course being |
rebuilt on faith

FENTON, Mo.— It's August 17, and behind |
the desk of J. Walter Wolfner Jr., sits a single ‘
Petri dish containing a pinch of turfgrass
seed. Planted two days ago, the tiny crop of
bentgrass is little more than a hint of green.

This is faith.

“My supplier tells me it germinates in
two days and I might be able to have a
putting surface in 30 days,” says Wolfner.
“But I know it's going to be tough growing
bentgrass here in August.”

Wolfner, 39, is owner/operator of
Riverside Golf Course here. The Meramec
River, usually little more than a creek in
mid-summer, destroyed his 18-hole course ‘
and his increasingly popular par-3 course.

Of his 120 acres, only the clubhouse
escaped damage.

“The course was just beautiful this sea- ‘

|
!

son, too,” says Wolfner. “We were so happy
with it. And we just had to sit and watch
the water come up, slow, real slow. It just

kept coming.” ‘

Wolfner is using a low-interest Small
Business Administration (SBA) loan to
rebuild and improve Riverside.

“We're putting in automatic irrigation,
installing zoysiagrass aprons around all the
greens, reseeding all the greens with bent-
grass, and sodding all the tees with
bermudagrass,” he says. The greens take the
most work. “First we have to hose all the
scum off, then aerify them in a couple of dif-
ferent directions, and then overseed.”

Wolfner hopes to re-open Riverside this
fall, but the flood’s legacy will be apparent
for years to come.
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Need fast green-up?
Try sprayable iron

® Terry Seebach, owner of Superior Service Lawn Care in North
Canton, Ohio, prefers to leave something besides an invoice on
the door to let his customers know their lawns have been ser-
viced. But you can't always leave the dandelions curling or the
lawn freshly edged.

“Greening up the grass a couple of times each season with a
liquid iron application that is visible within a day or two is a wel-
come calling card,” says Seebach.

All new clients receive a special liquid iron application, some-
times even prior to their first scheduled regular treatment.
Seebach has been able to trace a number of new account referrals
to the enthusiastic reactions of customers who were excited to see
an immediate difference in their lawns. The extra green can also
be an appreciated gesture, he says, where complaints or callbacks
may be involved.

In the early ‘80s, while in charge of chemical applications for
another lawn care company, Seebach heard the voices of a succes-
sion of iron salesmen. Each promised that his sprayable iron was
better or more economical than whatever Seebach was using.

“Several got me to give their products a try, but results were
so inconsistent that [ almost began to wonder if applying iron was
worth my time,” Seebach says now.

Finally, “we compared (PBI/Gordon’s) Ferromec with anoth-
er leading product,” he notes. The color response was very strik-
ing one day after application at the mid-range rate (5 0z./1000

Terry Seebach, owner of Superior Service Lawn Care in
North Canton, Ohio, is pleased with the color response of
the turf on which his favorite iron product was applied.

sq.ft.). “Immediately, I could see how to make iron a paying
proposition,” Seebach says. “Getting that kind of green-up with-
out using excessive nitrogen offered many opportunities to
enhance the business.”

A school application—In the small, tidy community of
Temple City at the foot of Southern California’s San Gabriel
mountains, the high school graduation ceremony at the varsity
football field is one of the major civic events of the year.

While landscape manager Doug Bezaire was dressing up turf
for the event, he installed sod to cover some worn spots, the
largest of which unfortunately happened to be right in front of
the platform where the ceremony was to be staged. High tem-
peratures and a sprinkler failure caused the sod to further lose
its color.

Lawn Ranger, expecting a quick turf green-up, applies liquid iron to the head-
quarters landscape at Kiwanis International in Indianapolis, Ind.

Three days before the ceremony, Bezaire
had decided to use a turf paint to cover up
the problem.

“But when my dealer suggested that I try a
liquid iron fertilizer, I thought he was kidding,”
Bezaire recalls. “He seemed confident that it
would work in time, so I gave it a try.”

Bezaire goes on to report that, within 12
hours of applying the liquid iron at 6 0z./1000
sq.ft., the ailing grass was as green as the sur-
rounding turf. “I wouldn’t have believed it if I
hadn't seen it myself.”

For rapid greening—These anecdotes illus-
trate the importance that turf care professionals
attach to rapid greening. Field experience and
sales results indicate a preference among pro-
fessionals for the faster response as well as the
lower cost per gallon of sprayable ferrous sulfate
formulations, reports PBI/Gordon marketing
specialist Steve Carrell.
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Fungicide controls
fairy ring, brown patch

Nor-Am Chemical Co. has announced
the registration of Prostar fungicide for
use on all fine turf.

Evaluations of Prostar at 17 major uni-
versities and field testing by more than
650 golf course superintendents have
shown excellent performance, according
to the company.

A benzamide—with the chemical name
flutolanil—Prostar represents a new
chemistry for use in resistance manage-
ment programs. It can be tank-mixed with

several other fungicides, including Banol.

Prostar offers “exceptional residual
control” of major disease, such as brown
patch, yellow patch, gray snow mold -and
southern blight.

Nor-Am reports Prostar also suppress-
es fairy ring.

This fungicide can be used either for
preventive or curative control and has
shown excellent safety on all species of
fine turf, says Nor-Am.

Circle No 191 on Reader Inquiry Card

Herbicide tackles Poa
annua, all major weeds

Prism, a new herbicide from Valent
USA Corp., controls major weeds found in
ornamentals.

Prism provides excellent control of
annual bluegrass, crabgrass and foxtail
grasses in ornamentals. It can be used to
control grasses in Christmas tree farms,
bedding plants, landscapes, nurseries,
greenhouses, cemeteries and parks.

With Prism, growers can use one grass
herbicide for all their major weeds.
According to Dewane Bishop, Valent's field
development manager, Prism is easier to

use because growers can use it at basically
one rate.

Prism will control hard-to kill species
such as annual bluegrass and bromes, says
David Whitehead, Valent's business man-
ager of professional products.

Valent reports that Prism works best
when mixed with a non-ionic surfactant.

Prism has not been reported to have
any phytoxicity. It will be available in the
first quarter of 1994, and will be sold in
quart and gallon sizes.

Circle No. 192 on Reader Inquiry Card

New creeping bentgrass
limited, but in demand

Lofts Seed Co. has released limited
supplies of the new creeping bentgrass
known in research trials as SYN 3-88.

Commercially, the bentgrass has
been named Crenshaw, after golf leg-
end Ben Crenshaw, who visited with
Drs. Milt Engelke of Texas A&M and
Virginia Lehman of Lofts, developers of
the variety.

A very limited supply will be available

through Lofts’ distributors in the South.

Crehnshaw bentgrass is now being
placed into commercial production so
that larger quantities, to meet high cur-
rent demand, will become available with
the new crop next September.

Golfer Crenshaw is reportedly using
the cultivar on several of his golf course
construction projects.

Circle No. 193 on Reader Inquiry Card

Greens roller attaches to
mower, weighted like a reel

The True-Surface vibratory greens
rolling system from Turfline, Inc. attach-
es to greens mowers, and approximates
the weight of a standard triplex greens-
mower reel.

Hydraulic motors provide a source of
vibration to create the needed weight to
roll a green or tee. According to the com-
pany, the reduced weight of this device
cuts rolling time in half.

Circle No. 194 on Reader Inquiry Card

Pending herbicide to control
purple, yellow nutsedge

A new herbicide being tested by
Monsanto Co. is the first selective herbi-
cide for controlling both purple and yel-
low nutsedge across all important turf-
grass species in North America.

Manage herbicice this year received an
experimental use permit from the U.S.
Environmental Protection Agency.
Manage has shown “unsurpassed”
nutsedge control and is safe to warm- and
cool-season turfgrasses, say Jeff Travers
and Dr. Nelroy Jackson, authors of an effi-
cacy report on the product.

Travers says 119 tests were made on
nine species of turf from 1987 to 1992.
The product caused no turf injury in 98 of
the tests. Injury was minor and commer-
cially acceptable in 18 of the 21 experi-
ments reporting injury. Recovery was
reported as good.

Control begins within three to four
days after application, say experts.

Circle No. 195 on Reader Inquiry Card
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UNBEATABLE

WEED CONTROL

LESCO

LESCO
PRE-M

Pre-emergent
Herbicide

Since 1985, LESCO’s PRE-M
preemergent herbicide has

been recognized as the
industry standard for weed
control. No other preemer-
gent herbicide combines
outstanding control of annual
grass and broadleaf weeds at
the most economical price.

Simple to use and available
in four formulations, PRE-M’s
proven, consistent perform-
ance is unbeatable. Ask your
LESCO Sales Representative
about the best preemergent
herbicide available today:

PRE-M.

Net 10 Ib. #011965

20005 Lake Road . Rocky River, Ohio 44116 . 1-800-321-5325
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New packaging for fire ant
control product a winner

Fire ant control in the Southeast has
been simplified with Ciba-Geigy’s Award
insect control product, and at least a small
part of the success is being given to the
packaging of Award.

According to Walter T. Meisner, Ciba-
Geigy’'s Packaging Engineer, the key to
the new design was knowing how cus-
tomers used the product. His packaging
goals were easy and comfortable handling,
efficient dispening and reseal-ability.

Combining a one-gallon jug with a ver-

tical handle and Magenta Corporation’s | PVC fence looks great, comes in variety of styles

threaded, one-piece Pop-Lok dispensing
closure has also led to increased sales,
according to Magenta.

The Pop-Lok lid flips open to expose a | 16 ft. lengths.
five-holed spout for even spreading onto a
fire ant mound.
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UltraGuard, of West Salem, Ohio has a line of classic post and rail, white vinyl fencing
that features a heavy-duty, two-by-six inch paddock rail and a 1 1/2-by-5 1/2-inch rail in

The line includes two-, three- and four-rail assemblies as well as cross rail styles and
matching gate assemblies.
Circle No. 197 on Reader Inquiry Card

THE PERFECT
GROWING MEDIUM

COLUMBUS, OHIO + DECEMBER 6-9, 1993

OHIO TURFGRASS CONFERENCE & SHOW
DECEMBER 6-9 « COLUMBUS, OHIO

LET'S GROW' Rush me more information on:

O Exhibiting at the OTF Show [ Attending (pre-registration)
[J The benefits of Membership in the Ohio Turfgrass Foundation

Name
Company
Street Address
City, State, Zip
Phone

Detach and mail to: The Ohio Turfgrass Foundation, 2021 Coffey Rd,
Columbus, OH 43210 « Phone: 614-292-2601 « FAX: 614-292-1626

,TUBFGRAss 
.Tu_ll'f'. and Grounds Exposltlon

Rochester Riverside Convention Center, Rochester, New York
Sponsored by the New York State Turigrass Association in cooperation with Cornell University

Mt 7 coupon Y furter mormanon or a8 BB-ETITURE > $18.78) 1229

KEYNOTE S.PE‘.KEH — AL TO:

Lou Piniella oot By e Bhow PO, 80
NYSTA Membersivg Appiication Latham, NY 12190

SEMINARS Neme

@ Basic Residential Landscape Design

@ Environmental Risk Management

@ Turigrass Management: Back to Basics "

® Regulatory Issues e 2 gz
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6220 E. Thomas Road { people, equipment, time and money. [t
Suite 303 il L takes a Ai“"d,””“:'"“!“-‘mlcm “'f:l“““c M.F.P. Insurance Agency, Inc.
Scottsdale, AZ 85251 . program to pull these tools together to . . - PpET
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Windows and Macintosh--the Columbus, OH 43215
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LAWN information and a free demo.
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@ Ignite sales growth
COMMERCIAL EQUIPMENT @ Boost profits

@ Beat the competition

4 - B | 5%%01’86" Let us help you make these goals come true.

mss“&“.,ww“ S
HERITAGE BUILDING SYSTEMS Wandtke & Associates
800-643-5555
800-966-3546
Landscape Management 15 years of guiding owners toward the secrets of business success
Market Showcase
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EQUIPMENT FOR SaLE Use our
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way of anchoring trees safely!

TECHNICALLY ADVANCED SYSTEM

AVOIDS TREE
GIRDLING

&\ &

RS
SAFEST AN
SYSTEM MADE o

QUICKEST
TO INSTALL

VERY
ECONOMICAL

(800)833-5323

Tree Lawson & Lawson, Inc.
P.0. Box 1784

Saver™ Martinsvilie, IN 46151

PICKUP INSERT DUMPER
For FREE brochure, call toll free 24 hr.

1-800-755-3867
WE SHIP NATIONWIDE

Blind Box Service

LAWNCARE BUSINESSES: for
rans s et o || Confidential Results
Eg:i':”ilr'm:‘ft‘g'38;‘:2"'3”gOB‘gerz)l:: u?ahm\:vf::d?z RS;!L to Yo u r c !a.ss Ifled
B 50010 LANDBLAPE MANAGEMENT 151 .11 Advertising!
Duluth, MN 55802-2065

# RATES: $1.25 per word (minimum charge, $40). Bold face words or
words in all capital letters charged at $1.50 per word. Boxed or display
ads: $105 per column inch-1x (one inch minimum); $100-3x; $95-6x; $90-
9x; $85-12x. (Frequencies based on a calendar year).

Agency commissions will be given only when camera-ready art is provided by
agency. For ads using blind box number, add $20 to total cost of ad per issue.

Send ad copy with payment to:
Brian Kanaba,
LANDSCAPE MANAGEMENT,
7500 Old Oak Blvd., Cleveland, OH 44130
or call 216-891-3155. Fax Number 216- 826-2865.

VISA MASTERCARD and AMERICAN EXPRESS accepted.

#> BOX NUMBER REPLIES: Mail box number replies to:
LANDSCAPE MANAGEMENT, Classified Ad Department,
131 W. 1st St., Duluth, MN 55802-2065.

Please include box in address.

Wit GLASSIFIEDS

RATES: $1.25 per word (minimum charge, $40). Bold face words or words in all capital letters charged at $1.50 per word. Boxed or display ads: $105 per column inch-1x (one inch min
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blind box number, add $20 to total cost of ad per issue. Send ad copy with payment to Brian Kanaba, LANDSCAPE MANAGEMENT, 7500 Oid Oak Bivd., Cleveland, OH 44130 or cal
216-891-3155. Fax Number 216- 826-2865. VISA MASTERCARD and AMERICAN EXPRESS accepted

BOX NUMBER REPLIES: Mail box number replies to: LANDSCAPE MANAGEMENT, Classified Ad Department, 131 W. 1st St., Duluth, MN 55802-2065. Please include box in address
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- -
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EX: Brian Kanaba &, | Hardworking, dependable perfectionist seeking a
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BUSINESS FOR SALE

FOR SALE: ESTABLISHED GARDEN CENTER
& LANDSCAPING BUSINESS in Marquette,
Michigan. Owners retiring. Extensive perpetual
inventory. Contact TIMBERCREST 1460 M-28
East, Marquette, Mi 49855. Phone: (906)249-3984
days: 249-3411 eve. 12/93

BUSINESS OPPORTUNITIES

$3,000-$6,000 per month. Electrically driven
Curbmate Machine installs beautiful concrete
lawn edging. Simple business. Low overhead.
High profit. Increase your landscaping profits and
beautify your landscaping jobs. 801-262-7509.
10/93

NOW... Learn professional landscaping and gar-
dening at home. Accredited program provides
thorough training in all phases of commercial and
residential landscaping. Diploma awarded. Free
brochure describes program and opportunities in
detail. Call 800-326-9221 or write Lifetime Career
Schools, Dept. LFO1A3, 101 Harrison St., Arch-
bald, PA 18403. 11/93

NaturaLawn® of America provides the Green
Industry a successful, growth oriented, lawn care
program. Discuss the opportunities available to
you by calling the leader in organic-based lawn
care. The franchise opportunity of the 90's. 800-
989-5444. 7/93

EDUCATIONAL OPPORTUNITIES

IMPROVE PROFITS & expand business with
well-trained, professional employees. Free catalog
of over 100 training videos from California Poly-
technic State University. Perfect for landscaped
companies, grounds crews, designers, etc. Call

EQUIPMENT FOR SALE

PIPE LOCATOR INEXPENSIVE! Locates, traces
underground drain, water pipe lines of clay, PVC,
ABS, steel, cement. Finds sprinklers, valves,
clogs, $79.50. Bloch & Company, Box 18058,
Cleveland, Ohio 44118. (216)371-0979. TF

NEW AND USED BROUWER EQUIPMENT:
Mowers - VACS - Fork Lifts - Harvesters - and full
line of replacement parts. Contact Ed or Glenn
Markham at 1-800-458-3644. TF

NEW/USED EQUIPMENT AND RENTALS—
Asplundh, Hi Ranger, Holan and Lift-All Forestry
Bucket Trucks, Chip Trucks and Chippers. Mirk,
Inc., (216)669-2000, 7629 Chippewa Road,
Orrville, Ohio 44667. TF

BUCKET TRUCK: Hi Ranger 65', 57°, 50". Sky-
workers with chip boxes. Asplundh bucket trucks
with chip boxes. Asplundh brush chippers. Bean
55 gal. sprayers. Pete Mainka Enterprises, 633
Cecilia Drive, Pewaukee, WI 53072. 800-597-
8283. TF

RANSOMES FERTILIZER POWER SPREAD-
ERS 38"-50" WIDE SELF PROP, 8HP B&S, 420
LB CAPACITY. REG $1700, NOW $595 FOB,
QUANTITY DISC. A TO Z EQUIPMENT, ASK
FOR LARRY OR JIM 602-955-5123. 10/93

Finn Hydroseeders, Mulch Spreaders,
Krimpers, Pit Burners, Fiber Mulch & Tackifiers.
New & Used. Wolbert & Master, Inc., P.O. Box
292, White Marsh, MD 21162. 410-335-9300, 1-
800-234-7645. j i

REINCO HYDROGRASSERS and power
mulchers in stock. Opdyke Inc., (Philadelphia

SPYDERS- New/Used/Rebuilt. Full line of replace-
ment parts and update kits. Kubota, Ruggerini,
Kohler and Onan engines and parts. Nichols-Fair-
field torque hubs. We repair and rebuild Spyder
hydraulic pumps and motors. FAST SERVICE. Call
or write: Mobile Lift Parts Inc., 5402 Edgewood Rd.,
Crystal Lake, IL 60012. (815)455-7363, (800)397-
7509, (815)455-7364, FAX (815)455-7366.  1/94

Reel Mowers: Hydraulic unit for Steiner Turf Tractor.
Excellent condition, used once. $5200 — Fertilizer
Spreader: 4 ton stainless steel hopper, dual rear
distribution, tandem axle, high flotation tires. $1,400
— Spray Rig: Fits Chevy S10 or Ford Ranger,
molded fiberglass with 150 gal. cap. and dry storage
for 15/50# bags. Excellent cond. $2100 — Jacob-
sen Aerator: 24" width, 5 hp Honda Engine, excel-
lent working condition. $985, 513-8 71-3992 — 86
Chevy 3/4 ton spray trucks. Fiberglass molded
tanks and beds with 375 gal liquid cap and dry stor-
age for 20/50# bags. 50,000 miles, newer tires.
Good cond. $6,800, 4 available —1986 Chevy 3/4
ton service truck with or without 200 fiberglass spray
unit. D50 Hypro pump, 5 hp. B & S Engine, with
300' hose. Together $7,400, spray unit alone
$1,650. Call with best offers: 513-871-3992.  10/93

BUCKET TRUCKS: Straight Stick, Corner Mount
and Knuckle Boom Cranes. Brush Chippers - New
Morbark Disc and Drum Style. New Rayco Stump
grinders. Best prices anywhere. Used Chippers -
Asplundh, Morbark, etc. 2 to 8 usually in stock.
Sprayers, Dumps, Stakes, Log Loaders, Crew
Cab Chip Box Dumps, Railroad Trucks, 50 in
stock. Sold as-is or reconditioned. We also buy
your surplus equipment. Opdyke’s, Hatfield
(Philadelphia Area). 215-721-4444. TF

HYDRO-MULCHERS AND STRAW BLOWERS:
New and used. JAMES LINCOLN CORPORA-
TION, 3220 S. Jupiter Rd., Garland, TX 75041.

VEP at 1-800-235-4146. 12/93 Area) 215-721-4444. TF (214)840-2440, (800)551-2304. TF
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This index is provided as an additional
service. The publisher does not assume
any liability for errors or omissions.

EQUIPMENT FOR SALE

REINCO M80C Straw Blower, John Deere
diesel engine, 15 ton per hr. capacity. Very
good condition. $11,500. (410)239-2428. 10/93

FOR SALE

Groundwater protection handbook, “Designing
Facilities For Pesticide and Fertilizer Contain-
ment”; Design/Plan Packet— Two concrete pads,
construction details. Write: Ronald T. Noyes, P.E.,
1116 Westwood Drive, Stillwater, OK 74074 for
order information. 10/93

BROUWER EQUIPMENT NEW & USED. LARGE
INVENTORY OF PARTS. ASK FOR BRIAN. ALSO
“VIBRO-NETTERS" IN STOCK. HUBER RANCH
POWER EQUIPMENT 1-800-553-0552. 10/93

FOR SALE

Equipment for Sale: New eXmarks, Hydro Turf
Tracer with 52-inch deck, $3,700.00, eXmark 36-
inch deck with 12.5 h.p. Kaz $2,300. 404-487-
3205 Atlanta 10/93

EXCELLENT BUSINESS OPPORTUNITY: FOR
SALE, APPROXIMATELY 6000 MEXICAN FAN
PALMS CERTIFIED FOR USE IN CALIFORNIA.
HEIGHT RANGE FROM 4’ TO 18', AVERAGES
APPROXIMATELY 11'. FOR MORE INFORMA-
TION, WRITE OR CALL: BMF PARTNERSHIP,
P.O. BOX 1568, SCOTTSDALE, ARIZONA
85252, (602)968-8549. 10/93

For Sale: Jacobsen HF-5 Diesel, $4,000. Also,
Toro GM-3 Greens Mower, sharpened new reels,
$2,300. National 84 cut $1,100. Toro 5 Gang
Roughmaster mowers, sharpened, $3,000. 313-
653-5695 10/93

PICKENS TREE FARMS: Large selection of ever-
greens up to 20’ tall. Williamsport, Ohio, 614-869-
3674 10/93

MEYER Z-52 ZOYSIA SOD FOR SALE.
VAMONT AND TUFCOTE BERMUDAGRASS
SOD. FORKLIFT DELIVERY. SERVING THE
MID-ATLANTIC REGION. OAKWOOD SOD
FARM, SALISBURY, MD 410-742-3086.  10/93

HELP WANTED

LANDSCAPE MAINTENANCE MANAGER
Design/Build and Maintenance firm seeks person to
manage maintenance operations and IPM/PHC pro-
grams. Candidate must possess B.S. degree in Hor-
ticulture, 3-5 years experience, commercial applica-
tors license and strong organizational skills. Send
Resume to: ARCHITERRA, 25975 N. Diamond
Lake Rd., Ste. 108, Mundelein, .IL 60060 10/93

Landscape Architect |. Prepare production layout
plans, design programming, computer layout
drawings and contour maps using AUTOCAD,
presentation renderings. 40 hrs/week.
$17,000/year. Requirements: Bachelor's Degree
in Architecture, 6 months experience as Land-
scape Architect Intern. The job order number for
this opportunity is KS 5400637. Please apply at,
or send resume to, Manhattan Dept. of Human
Resource Office, 621 Humboldt, P.O. Box 940,
Manhattan, KS 66502-0009, tele. no. (913)776-
8884. Must have proof of legal authority to work in
the United States. 10/93

HELP WANTED

Searching for the right employee? Time for a
new position? Contact Florapersonnel, Inc.,
international search and placement firm for the
landscape, irrigation industries and allied trades
Confidential. Fee paid by employer. Floraper-
sonnel, Inc., 2180 W. 434, Suite 6152, Longwood,
FL 32779-5008. Phone: (407)682-5151 Fax
(407)682-2318. TF

Landscape Management and Construction/
Sales: New Jersey's largest Corporate Services
Company seeks highly motivated individual to
assist in the continued growth of its Landscape
Management Company. Areas of responsibilities
include: prospecting, estimating, and sales. Must
have strong background in Professional Landscape
Management Field together with proven sales
experience. Please send complete resume and
work history in confidence to: Control Environmen-
tal Services, 737 New Durham Road, Edison,
NJ,08817. Attention Mr. Stewart. 10/93

LANDSCAPE MAINTENANCE & GENERAL
SUPERINTENDENT: Largest landscape mainte-
nance company in the nation seeking individuals
with 3-4 years experience. Must be able to make
decisions, be creative, self-motivated, organized
with strong supervisory skills. San Francisco Bay
Area location. EOE. Please send resume to: Envi-
ronmental Care, Inc., 825 Mabury Road, San
Jose, CA 95133. 11/93

Landscape Design/Sales: Established landscaping
company is seeking a highly qualified, motivated
person for residential and commercial landscape
design and sales. Candidate must have at least
three years experience and should exhibit strong
management and personnel skills with a vast knowl-
edge of Southeast Region plant material. Contact or
send resume to: Mike Summers; Gradco, Inc., 7341
Cahaba Valley Road, Birmingham, Alabama 35242,
Phone: (205)991-3981 10/93

LANDSCAPE SUPERVISOR: Jack's Nursery, a
growing, well established company, is seeking a
self-motivated, professional manager to handle
the operations of our commercial & residential
landscaping division. Must have good people
skills with 3-5 years hands-on supervisory experi-
ence. Send resume to 894 Robert Boulevard,
Slidell, LA 70458. EOE 10/93

LANDSCAPE MAINTENANCE SUPERVISOR:
Rapidly expanding landscape maintenance firm is
seeking experienced, quality individuals to be
field/working supervisors. Tremendous opportunity
to grow. Full benefits. Contact: Tandem Landscape
Company, Attn: Greg Wright, 33W480 Fabyan
Parkway, Suite 101, West Chicago, IL 60185. 10/93

SERVICES

Re-inventing the wheel? Tapped into 25+ years
experience by L.C.O. From A to Z, (organics &
I.P.M.) We “coach” smaller companies to excel.
Plan for next year's success NOW. CORNELL
ASSOCIATES (301)293-3605. 10/93

SOFTWARE

Route Manager System for scheduling and
accounts receivable record keeping. Serving the
Lawn Care Industry since 1982. List price $350.
Fortunate Computers, 46 N. 4th Street, Coplay,
PA 18037. 800-275-0620. 12/93
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With more than 30 attachment choices, you can Do It All. Bobcat
attachments are designed, tested and manufactured to Melroe
quality standards, and backed by our worldwide dealer network.

Write or call for a free 32-page BobCatalog Buyer's Guide.

Melroe Company MELROE courirr
P.0. Box 6019 AR —

Fargo, ND 58108-6019 « (701) 241-8700
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Wherever You Need
Low-Maintenance Turf

Rel n

HARD FESCUE

Roadsides, cemeteries, golf ® Good performance without supple-  Blend Reliant with other fine
course roughs, vacation homes, mental irrigation o fescues. It’s ideal for poor, infertile
orchards, reclamation areas. ¢ No feyuhzation needed (after initial soils. Or wherever a fragilc ecology
Wherever maintenance is im- £ iséabl“hm.em) doesn’t allow fertilization. Reliant
practical, Reliant Hard Fescue Re;lsgx?tw tl(l;%:rabgrass encroachment . 20 be used on any area that’s
is the one you can rely on. It * Adaptable to full sun or moderate imowed infrequently or not at all.
thrives on low maintenance: shade

¢ Improved disease resistance Rely on Reliant Hard Fescue —

® Tolerant to cold the high performance turf for

® Dark green, leafy and fine-textured  low-maintenance areas.

Lofts Seed Inc.

‘ World’s largest marketer of turfgrass seed
~ | Bound Brook, NJ 08805
(908) 356-8700 * (800) 526-3890 * (800) 624-1474 (NJ)

Lofts/New England Lofts/Maryland Lofts/Great Western Lofts/Ohio Sunbelt Seeds, Inc.
Arlington, MA Beltsville, MD Albany, OR Wilmington, OH Norcross, GA

(617) 648-7550 (800) 732-3332 (503) 928-3100 or (800) 328-1127 (404) 448-9932 or
(800) 648-7333 {800) 732-7773 (MD) (800) 547-4063 (513) 382-1127 (800) 522-7333

To locate the Lofts’ distributor nearest you, call
(800) 576-3890 (Eastern U.S.) » (800) 547-4063 (Western U.S.)

Circle No. 112 on Reader Inquiry Card




